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Abstract  
 
Branding constellations 
Branding constellations are systems constellations employed to identify branding problems (Jurg, 
2010: 24). According to Jurg (2010: 8-9) branding constellations differ from other problem 
identification techniques by their combination of a holistic perspective and an emotional approach.  
Performing a branding constellation requires a brander1 who is responsible to identify a specific 
branding problem for his or her company, a facilitator2 who is trained in guiding the process and a 
group of uninvolved participants3 who neither know the brander nor his or her problem (Jurg & 
Thölke, 2006: 3). The branders who performed branding constellations (called constellation branders) 
projected the key branding elements onto the participants and positioned the selected participants 
towards each other in the room, according to their implicit picture of the situation. Participants can 
thus be divided in stand-ins and witnesses. The stand-ins are the people representing the branding 
elements (Roossien, 2012: III). Witnesses are participants available to represent one of these 
elements, but who were not selected by the brander.  
 
Branders and change 
Branders redesign a marketing programme and optionally change the traditional 4P’s: Product, Place, 
Price and Promotion (Jurg, 2010: 50-51). They address the effects of these optional changes -among 
many other things- to the internal environment such as CEO and employees. A change agent is a 
person responsible for making change happens in an organization (Balogun & Hope Hailey, 2008: 2). 
Thus, branders are change agents as they change the traditional 4P’s. Change theories, therefore, are 
important for branders. However, hardly any connection was found in the literature between change 
and branding. One of the most important change management theories is the change colour theory4, 
which is a meta theory on theories of change. The change colour theory brands the dominant change 
theories, that surface the management and consultancy profession, to five change colours5 (De 
Caluwé & Vermaak, 2002: 1). These colours are yellow, blue, red, green and white6.  
 
Research objective 
This study aims to build a new theory about the connection between change colour theory and 
branding constellations.  
 
Results 
Twenty-five hypotheses were tested and two of them could be validated: 
1. Constellation branders are more white coloured than regular branders 
2. Constellation branders are more white coloured than regular people.  
Data mining surfaced three other results regarding the connection between change colour theory 
and branding constellations: 
3. Constellation branders are more bluecoloured than regular people 
4. Constellation branders are less redcoloured than regular people 
5. Witnesses are less redcoloured than regular people. 
Surprisingly, these three significant data mining results negate two of the initial theory propositions, 
namely: a) there is a very negative connection between blue colour and branding constellations and 
b) there is a very positive connectionbetween red colour and branding constellations. 
 
Conclusion 
The new theory regarding the connection between change colour theory and branding constellations 
is preliminary as follows. Constellation branders are more white coloured than regular branders and 
regular people. They are also more blue coloured than regular people. Furthermore, they are less red 
coloured than regular people Finally, witnesses are less red coloured than regular people. 
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Preface  
 
When I first heard about branding constellations, I was sceptical. How is it possible that people 
standing in a room representing something they do not know can experience such strong emotions? 
And how is it possible that these stand-ins who do not know a situation can represent emotions 
belonging to the situation studied? After participating in two branding constellations, I was 
convinced about the usefulness of branding constellations and the great potential of it. I decided to 
finish my study within the branding graduation theme of Management Science of the Open 
University in The Netherlands.  
 
I chose to specialise in Implementation and change management, because I was fascinated about this 
topic. While brainstorming with Wim Jurg about an interesting topic for my graduation, we came to 
the connection between the change colour theory and branding constellations. The change colour 
theory synthesises many change management theories. Branding constellations proved to be a useful 
identification technique. But is it a good technique for all change colour types of branders? This 
thesis answers this question and contributes to the knowledge on the usefulness of branding 
constellations.  
 
Wim Jurg, lecturer of the Open Universiteit was my supervisor in the process of thesis writing. Leon 
de Caluwé, co-founder of the change colour theory reviewed this thesis. Gerrie Eijkhout constructed 
the electronic version of the questionnaire and the database, which was a difficult job. Elly Jannink, 
Instructor and course developer of the Rijksuniversiteit Groningen, gave support by answering my 
questions about statistics. Many respondents filled out the questionnaire. All of you thanks a lot! 
Without your support this thesis couldn’t have been finished.  
 
In general writing a thesis is an interesting process. From time to time, sitting behind a desk is a bit 
solitary. So I’m happy and proud that I have finished this thesis.  
 
 
Pieter Vogelaar 
Groningen, 10 January 2013 
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1. Introduction  
 
This introduction presents the branding constellation context and the change context of the research 
problem (1.1 and 1.2, respectively). Next, the research problem is described (1.3). This introduction 
closes with a study outline (1.4). 
 
1.1 Branding constellation context 
The branding theme is a graduation theme within the faculty of Management Science at the Open 
University in The Netherlands. The branding theme focuses on the first phase of marketing research 
on brands, which is identifying branding problems by branding constellations (Claus, 2008: 3). 
Branding constellations are systems constellations employed to identify branding problems (Jurg, 
2010: 24). According to Jurg (2010: 8-9) branding constellations differ from other problem 
identification techniques by their combination of a holistic perspective and an emotional approach. A 
holistic perspective focuses on the elements and relationships emerging from the whole rather than 
decomposing problems into the basic elements that form the core of the problem. An emotional 
approach includes bodily experiences, feelings and intentions as well as spontaneous verbal 
outbursts based on these emotions rather than logical (vertical) verbalisation and an encouragement 
to employ grounded arguments (Jurg, 2010: 9). 
 
1.2 Change context 
Branders redesign a marketing programme and optional change the traditional 4P’s: Product, Place, 
Price and Promotion (Jurg, 2010: 50-51). Branders address the effects of these optional changes 
among many other things to the internal environment such as CEO and employees. A change agent is 
a person responsible for making change happens in any organization (Balogun & Hope Hailey, 2008: 
2). Thus, branders are change agents as they change the traditional 4P’s and address the effects of 
these optional changes among many other things to the internal environment. Change theories 
therefore are important for branders. There are several change management theories and one of 
them is the change colour theory7. This theory is a meta theory on theories of change. The change 
colour theory brands dominant change theories, that surfaced in the management and consultancy 
profession, to five change colours 8 (De Caluwé & Vermaak, 2002: 1). These colours are yellow, blue, 
red, green and white9. Yellow colour is change from a power perspective, blue colour is change from 
a rational design perspective, red colour is change from a HRM perspective, green colour is change 
from a learning perspective and white colour is change from a self-organization perspective (Van der 
Sluis, Van Nistelrooij & De Caluwé, 2006: 2). 
 
1.3 Research problem 
This section presents the research objective (1.3.1) and the research steps (1.3.2).  
 
1.3.1 Research objective 
Schreuder Peters (2012: 56-70) distinguishes three kinds of research objectives, namely exploratory 
research, descriptive researchand testing research.10 This study is exploratory. Exploratory research is 
a first step in developing a scientific theory (Schreuder Peters, 2012: 65) 11. As stated in section 1.2 
branders are also change agents and therefore change theories are important for branders. This 
study found some publications with connection between change and branding, but no publications 
with connection between change colour theory and branding constellations. This study aims to build 
a new theory about the connection between change colour theory and branding constellations.  
 
1.3.2 Research steps 
As reported in subsection 1.1, branding constellations differ from other problem identification 
techniques by their combination of a holistic perspective and an emotional approach.  
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The connection between the change colour theory and branding constellations was explored by 
analysing the change colours on the holistic perspective and emotional approach. This analysis 
resulted in the propositions of the initial theory. Hypotheses based on propostions of the initial 
theory were tested on collected data. In addition, data mining was performed on the collected data. 
The validated hypotheses  and the significant data mining results formed the new theory. The 
research steps are visualised in display 1 
 
 
Display 1 Simplified steps: from change colour theory publications to the new theory about the connection between change 
colour theory and branding constellations 
 
 
 
 
 
 
 
1.4 Study outline 
Chapter 1 introduced the context and objective of this study. Chapter 2 discusses the branding 
theme. This includes different problem identification techniques in marketing science, performing 
branding constellations, origin of the branding theme and the position of this study within it. Chapter 
3 is about change colour theory. Among other things the change colour theory is explained, as well as 
its methodological aspects. Chapter 4 describes the connection between change and branding. More 
specifically, it discusses the connection of the five change colours with the holistic perspective and 
emotional approach of branding constellations. Based on these theoretical findings, the propositions 
of the initial theory and following these the hypotheses are formulated. Chapter 5 describes the 
testing of the initial theory propositions, the data mining and the methodology followed. Chapter 6 
presents the results of the hypotheses testing and the data mining. The conclusions, discussion and 
relevance are described in chapter 7. Finally, chapter 8 contains a personal reflection.  
Connection findings 
in change colour 
theory publications 
Initial theory 
propositions 
Hypotheses testing 
of propositions + 
data mining 
New theory about 
connection change 
colour theory and 
branding constellations 
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2. Branding theme  
 
This study is part of the branding theme covering research on the usefulness of branding 
constellations. An overview of the branding theme and branding constellations is presented in this 
chapter. This chapter starts with comparing branding constellations to other problem identification 
techniques in marketing science (2.1). Next, the origin and development of branding theme is 
addressed (2.2). Then, there is a brief overview about performing branding constellations (2.3). 
Finally, this chapter finishes with the positioning of this study within the branding theme (2.4).  
 
2.1 Branding constellations and other problem identification techniques 
Marketing science covers several problem identification techniques and one of them is branding 
constellations. The idea behind branding constellations is discussed in section 2.1.1. Other problem 
identification techniques are described in section 2.1.2. 
 
2.1.1 Idea of branding constellations 
Branding constellations result from the systems constellations developed from psychodrama and 
family therapy by Hellinger in the 1980s (Jurg, Bloemer & Doorewaard, 2005: 2). A systems 
constellation is a spatial representation of a system, or a group of interacting elements within a 
boundary. These elements can be individuals, groups of individuals, impersonal groups or concepts 
(Birkenkrahe, 2009: 125). Branding constellations are a new application of systems constellations 
employed to identify branding problems (Jurg, 2010: 7). The innovative assumption of branding 
constellations12 (similar to systems constellations in general) is that stand-ins13 (people who neither 
know the brander nor the branding problem) who are set up by a constellation brander14 (the brand 
responsible manager who conducts the branding constellation) as personified representations of 
elements of a system, are able to surface the implicit relationships between these elements in the 
mind of the constellation brander (Roossien, 2012: 3). 
 
Branding constellations use a spatial metaphor to create visual and sensory images (Jurg, Bloemer & 
Doorewaard, 2005: 2). It is based on a connection between physical and psychological space, the fact 
that people structure elements of images in spatial terms. Branding constellations is examined as a 
technique for the first step in marketing research: identification of branding problems and 
opportunities (Jurg, 2010: 18-20). This seems suitable as branders and marketing researchers feel 
comfortable with thinking in organic metaphors in terms of brands-as-people according to them and 
to have used personification techniques since the 1970s (Claus, 2008: 11).  
 
Jurg (2010: 7-8) studied the perceived usefulness of the application of branding constellations to 
identify branding problems and argues that understanding branding problems asks for a systems 
perspective. Jurg (2010: 20-21) states that the identification of problems receives little attention in 
marketing science. Problem identification processes are generally rather ad hoc and do not follow a 
systematic procedure. As a consequence of this limited attention granted to proper problem 
identification, there is also limited attention given to problem identification techniques and their 
validation. There is no generally accepted way to validate new problem identification techniques and 
there is a substantial lack of valid research focused on the usefulness of problem identification 
techniques.  
 
2.1.2 Other problem identification techniques 
Jurg (2010: 72) argues that branding constellations differ from other problem identification 
techniques in their combination of a holistic perspective and an emotional approach as indicated in 
section 1.1. Display 2 presents Jurg’s comparisons to other problem identification techniques such as 
brainstorming, lateral marketing, Soft Systems Methodology (SSM), psychodrama, projections and 
the Zaltman Metaphorical Elicitation Technique (ZMET).  
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Display 2 Problem identification techniques (Jurg, 2010: 72)  
Approach/Perspective Holistic perspective Reductionist perspective 
Emotional approach Branding constellations Brainstorming, psychodrama,  projections and ZMET 
Rational approach Cognitive mapping  and SSM Lateral marketing. 
 
 
Brainstorming (Jurg, 2010: 58) is a creative session producing a checklist of ideas that serve as leads 
to problem solutions to be evaluated and further processed later on. Psychodrama (Jurg, 2010: 66) is 
an emotional technique where people are asked to create and act out brand scenarios in order to 
portray some part of a real or imagined situation. Projections (Jurg, 2010: 67) –also called projective 
techniques- in qualitative marketing consumer research involve the presentation of ambiguous 
emotional stimuli and asking respondents to make sense of them. The Zaltman Metaphor Elicitation 
Technique (ZMET) (Jurg, 2010: 70) is a research tool that employs visual and sensory images to assist 
in understanding the meaning of brands to consumers because people think in image and 
metaphors. Cognitive mapping (Jurg, 2010: 61) is a graphical representation of a particular problem 
that allows for deeper and more integrative understanding. The Soft Systems Methodology (SSM) 
(Jurg, 2010: 66) argues that the systems metaphor is useful to identify soft problems as a particular 
way of expressing problem owners’ thoughts on a problematic situation. Lateral marketing (Jurg, 
2010: 59) consists of introducing a new possibility inside a logical sequence of thoughts to allow the 
brain to make new connections.  
 
2.2 Origin and development of the branding theme 
This section discusses the branding theme: origin (2.2.1), research practices in branding theme (2.2.2) 
and development in topic (2.2.3). 
 
2.2.1 Origin  
The branding theme originated in 2002 when the Dean of the School of Management at the Open 
University in The Netherlands, Prof. Dr. Van den Bosch, asked Drs. Jurg to start a student research 
team on branding constellations parallel to the PhD thesis of Jurg, to allow students to be involved in 
a PhD study. This PhD thesis was defended November 1st, 2010. The branding theme continued as 
the PhD committee, including Prof. Dr. Van den Bosch, asked for further studies on this “fascinating” 
approach (Roossien, 2012: 4).  
 
2.2.2 Research practices within the branding theme 
Bradbury & Bergman Lichtenstein (2000: 555) describe a conceptualization of research theory, 
methods and practice that addresses the ways a researcher can engage with a research topic. 
The framework is built upon three interdependent categories: fist-person-, second-person- and third-
person research practice. 
 
First-person or personal research-practice is done by and on oneself (Bradbury & Bergman 
Lichtenstein, 2000: 555). Within the branding theme, a first-person case study is a case study in which 
the usefulness of a branding constellation is studied for a branding problem that is the student’s 
responsibility as a brander. The first-person case study is primary research. In primary research the 
students collect their own data (Roossien, 2012: 5). 
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Second-person or interpersonal research practice is done with another, i.e., through direct 
interaction with a (research) subject (Bradbury & Bergman Lichtenstein, 2000: 555). Within the 
branding theme, a second-person case study is a case study in which the usefulness of branding 
constellations is studied for a branding problem of a brander who is an acquaintance, a client, or a 
colleague of the student. Thus, the branding theme student is familiar with the brander and the 
branding problem before the study (Roossien, 2012: 5).  
 
Third-person or multiperson research-practice is that which is done within a community of scholars, 
most of whom the researcher does not personally know, but whose methods, mores and mental 
models the researcher is quite familiar with (Bradbury & Bergman Lichtenstein, 2000: 555). Within 
the theme, a third-person case study is a case study in which the usefulness of branding 
constellations is studied whilst there is no former relationship with the branders. This kind of study 
generally focuses on the falsification of a hypothesis regarding branding constellations (Roossien, 
2012: 5), for instance: Branders employing branding constellations score similar on the MBTI 
personality test than regular branders (Claus, 2008).  
 
2.2.3 Development in the topic 
From the start in 2002, the branding theme focuses on researching branding constellations through 
‘objective’ methodologies based on Jurg et al. (2008). They argue that further research should, 
among others, focus on the reliability of branding constellations, for instance, by systematically 
comparing independently performed constellations on the similarity of the relationships between the 
stand-ins. These reliability measurements generally have been named test-retest reliability 
measurements within the branding theme (Roossien, 2012: 3). Two other important categories 
within the branding theme were triangular and precision reliability measurements (Van Reij, 2010: 
1). She also standardised two excel reliability measurements that were used within the branding 
theme from then on: bilateral test-retest reliability and precision. An overview of dimensions and 
components of perceived usefulness of branding constellations are supplemented in appendix B.  
 
Recently, new variations of systems constellations were introduced within the branding theme by 
Jongsma (2011) and Meines (2011): innovation constellations and intervention constellations; the 
application of systems constellations on innovations and on organisational interventions respectively. 
So, currently the branding theme is not strictly about branding constellations anymore. 
 
Students also made connections with other theories, most of the time as part of the theoretical 
triangular reliability. On the other hand, Claus (2008) studied the psychological characteristics of 
constellation branders with the Myers Briggs Type Indicator (MBTI). Neijenhuis (2012) currently 
studies the connections between branding constellations and emotional intelligence. This study 
explores the change colours of constellation branders, stand-ins and witnesses. Additionally, it 
studies the relationships between change colours and perceived usefulness. Display 3 presents the 
studies within the branding theme unto this study.  
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Display 3 Studies within branding theme 
Student (graduation year) 
 
 
 
Company (branding 
constellation year) 
Literature theory Kind of case 
study 
Theory 
building 
1. Van Geel (2004) Legermuseum (2004) Museum marketing 2nd  
2. Siezen (2004) Stork Fokker (2003) Brand extension 2nd  
3. Gomersbach (2004) Rabobank (2004) Introspection 1st  
4. Mathijssen (2005) RSM (2004) International 
marketing 
1st  
5. Davidse (2005) DE&SP (2005) Web marketing 1st  
6. Van Zwienen (2005) Blooming (2004) Metaphors 3rd  X 
7. Van Meer (2005) Expert cases (2004) Sensemaking  3rd  X 
8. Van Mechelen (2005) KPN Mobile (2002) Line extensions 3rd  X 
9. Simons (2005) MultiCopy (2002) Soft Systems 
Methodology 
3rd  X 
10. De Velde Harsenh. (2006) EODD (2006) erger theory 1st  
11. De Heij (2006) SKBA (2004) Brand endorsement 1st  
12. Holwerda (2006) LG-Philips (2004) Core competencies 1st  
13. Stroo (2006) Sigma (2003) Emotional 
intelligence 
3rd X 
14. Harrewijn (2006) Friso (2002) Brainstorming 3rd X 
15. Schuurman (2006) Alex (2003) Sociometrics 3rd X 
16. Labots (2006) Expert cases (2003 – 04) Action research 3rd X 
17. Blootens (2006) Hooghoudt (2003 – 05) Quantum theory 3rd X 
18. Ten Have (2007) Lipton (2007) Brand extension 1st  
19. Vertregt (2007) GTI (2005) Brand endorsement 1st  
20. Meijer (2008) Local Rabobank (2005) Promotions 1st  
21. Claus (2008) Not applicable MBTI 3rd X 
22. Halters (2008) IDS Scheer (2007) Channel marketing 3rd  
23. Karel (2009) Comfort in living (2008) Services marketing 1st  
24. Van Reij (2010) All cases Reliability  3rd   
25. Jongsma (2011) TNO (2010) Innovation 3rd   
26. Meines (2011) VDP (2011) Connected leadership 3rd   
27 Roossien (2012) Case company (2010) Core competencies 
and QFD 
2nd  
28 Vogelaar Not applicable Change colour theory 3rd X 
 Brandjes Kardex (2008) Account 
management 
2nd  
 Hattink Saxion hospitality business 
school (2013) 
Hospitality 2nd  
 Kuiken Rabobank (2010) Trendwatching 2nd  
 Neijenhuis Not applicable Emotional 
intelligence 
3rd X 
 Tol DC Klinieken (2012) 
(2011)Lairesse 
Brand naming 1st  
 Van ’t Ende Bovag (2010) Quality marks 2nd  
 Van den Elshout VVD (2009) Political branding 2nd  
 Total 27 (35)  10/3/14 
(11/8/15) 
9 (11). 
 
 
Display 3 shows that till now, twenty-seven students finished their master thesis within the branding 
theme. Ten students finished a first-person case study. Three students finished a second-person case 
study within the branding theme. The finished second-person case studies are underrepresented. 
Five second-person case studies are on the way. Second-person case studies within the branding 
theme seem a troublesome category (Roossien, 2012: 90). Third-person case studies are conducted 
most often (fourteen times). This study (number 28) can be categorised as a third-person case study. 
Nine studies included theory building. 
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2.3 Performing branding constellations 
The simplified process of performing branding constellations is visualised in display 4. 
 
 
Display 4 Performing a branding constellation simplified and visualised 
 
 
According to Jurg et al. (2008: 243-244), the branding constellation procedure starts with a dialogue 
between constellation brander and facilitator. This dialogue is before the branding constellation 
starts and is about the constellation brander’s feeling of mismatch between the current and the 
potential brand equity and the opportunity to deal with this mismatch. Also the key brand elements 
are discussed. When the branding constellation starts, the constellation brander intuitively chooses 
stand-ins from witnesses to represent these key brand elements. The selected stand-ins are 
positioned in the conference room by the constellation brander, at places that intuitively feel right 
for the constellation brander. This process results in the so called projection constellation and 
subsequently, the facilitator asks stand-ins on how they feel, to whom they feel attracted and whom 
they want to turn away from. Altogether it shows the constellation brander’s brand systems 
perspective on the experienced branding problem. The next step is exploring the branding 
opportunity. Again the constellation brander intuitively chooses stand-ins from witnesses to 
represent the (new) key brand elements and positions them in the conference room at places that 
intuitively feel right. Also this is followed by questioning of the stand-ins on how they feel, to whom 
they feel attracted and whom they want to turn away from. Finally, in the debriefing the facilitator 
and the constellation brander gain insight in the branding opportunity by comparing the emotions 
generated among the stand-ins in the different procedure steps. This insight shows the constellation 
brander a solution opportunity regarding the potential brand equity15.  
Display 5 shows two pictures of selected stand-ins positioned in the conference room. 
 
 
Display 5 Two pictures of performing a branding constellation (Roossien, 2012)  
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2.4 The position of this study within the branding theme 
Jurg (2010: 7) studied the perceived usefulness of branding constellations in the identification of 
branding problems for branders and marketing experts. Students of the branding theme build on 
that study and lately, new variations of systems constellations were introduced within the branding 
theme by Jongsma (2011) and Meines (2011): innovation constellations and intervention 
constellations, respectively. Students also made connections with other theories. As described in 
section 2.2, reliability remained an important topic within the branding theme. The study of Claus 
(2008) is an exception. 
 
Claus (2008: 8) studied the psychological profile of branding constellation participants. The objective 
of that study was to generate insights into the special psychological characteristics of constellation 
branders based on the Myers Briggs Type Indicator (MBTI) (Claus, 2008: 3). Claus (2008: 3) found, 
first, that MBTI is known as a very good questionnaire for measuring emotion and non-consciousness 
in decision-making, which fits the branding constellation approach well. Second, ‘regular’ managers 
appear to be Judging and Thinking rather than Perceiving and Feeling. Third, dominant character 
traits of the constellation branders16 are Extraversion and iNtuition. Moreover, they score higher on 
Perceiving and Feeling than ‘regular’ managers. Fourth, Extravert and Intuitive constellation 
branders17 do not differ in opinion from the Introvert and Sensing type when it comes to the 
usefulness of branding constellations. Claus (2008: 4) came to the following managerial implications. 
Branding constellations seem most useful for the Extravert, iNtuition, Perceiving and Feeling (ENPF) 
type of brander18. Extravert, because the energy flow is outward and the preferred focus is on other 
people and things. Perceiving, since they like a flexible and spontaneous approach to life and prefer 
to keep their options open. Intuition, because they tend to focus on the future, with a view towards 
patterns and possibilities, and prefer to receive data from the subconscious or see relationships via 
insights. Finally, Feeling, for they ‘decide with their hearts’ and use evaluation in this process, as 
opposed to using ‘black and white logic’.Currently, Nijenhuis studies the connections between 
branding constellations and emotional intelligence.  
 
In line with the study of Claus (2008) and the study of Nijenhuis, this study explores the connection 
between change colours and branding constellations. The change colours yellow, blue, red, green 
and white are part of the change colour theory, a meta theory on theories of change (De Caluwé & 
Vermaak, 2002: 1). In line with Claus (2008), this study aims to clarify whether branding 
constellations are more useful for a certain change colour type of branders. As change theories are 
important for branders (see section 1.2), this study also contributes to the connection between 
change and branding.  
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3. Change colour theory  
 
This chapter describes the change colour theory. First, there is a brief overview about the method of 
publication research conducted for this study (3.1). Second, the change colour theory is explained as 
stated by De Caluwé & Vermaak (2002: 1). Their explanation of the change colour theory is the basis 
of this study (3.2). Third, the substantive aspects of change colour theory publications are reviewed 
and discussed (3.3). Fourth, methodological aspects of change colour theory publications are 
discussed (3.4). Finally, change colour theory findings are summarised (3.5).  
 
3.1 Method of literature research 
A brief overview of the systematic search activities employed to find the most important change 
colour theory publications is presented in display 6.  
 
Display 6 Systematic search activities for change colour theory publications 
 Systematic search activities 
 
1 Searching the Internet with search engine Google Scholar on the terms: change (of) colour, colour of change, change 
in five colours, change management19. 
 
2 Searching the Internet with search engine Google Scholar on change colour theory authors using their names as 
search terms: De Caluwé, De Bono, Dias, Imhof, Schouten, Smulders, Ten Ham, Van Daalen, Van der Sluis, Van 
Nieuwenhuizen, Van Nistelrooij and Vermaak. 
 
3 Searching the Internet with search engine Google for contact information and personal websites of these change 
colour theory authors and downloading articles from their website, leading to publications from: Boonstra, Caluwé 
and Van Nistelrooij. 
 
4 Searching LinkedIn on name of change colour theory authors. Used search terms: De Caluwé, Imhof, Schouten, Van 
Nistelrooij, Vermaak. 
 
5 Contact with the change colour theory authors by  
- conversation: De Caluwé 
- telephone: Van Daalen, Van Nistelrooij 
- email: Imhof, Maes 
and ask about their (other) publications.  
 
6 Searching different databases of libraries of Open Universiteit and Rijksuniversiteit Groningen. Used search terms 
according afore mentioned 1 and 2. Databases are: http://catalogue.rug.nl, Academic Search Elite (EBSCO, ACM 
Digital Library, ACS Publications, Business Source Premier (EBSCO), Cambridge University press, DOAJ - Directory of 
Open Access Journals, EBSCO Host, E-Journals (EBSCO), Emerald [management plus], ERIC (EBSCO), GreenFILE 
(EBSCO), HeinOnline, IEEE Digital Library, JSTOR Business & Biological Collection, Kluwer Navigator, Lecture Notes in 
Computer Science, Library, Information Science & Technology Abstracts - LISTA (EBSCO), NARCIS - the Gateway to 
Dutch Scientific Information, Nature : international weekly journal of science, OpMaat Premium, Oxford Handbooks 
Online - Business & Management, Oxford Journals, PsycArticles (EBSCO), Psychology and Behavioral Sciences 
Collection (EBSCO), PsycINFO (EBSCO), PubMed, Regional Business News (EBSCO), SAGE Journals Online, Science, 
ScienceDirect (Elsevier), SpringerLink, Taylor & Francis Group, Web of Science, Wiley Online Library, WorldCat. 
 
 
 
Next to the systematic search activities, a snowball method was conducted on the literature list in 
the publications found by the systematic search. The snowball method consisted of consulting the 
literature list in the publications found, finding other publications and then repeating this procedure 
(Van der Velde, Jansen & Anderson, 2004: 28). Publications found by systematic search activities and 
the snowball method are supplemented in appendix C.  
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3.2 Change colour theory by De Caluwé & Vermaak (2002) 
The change colour theory20 is a meta theory on theories of change (De Caluwé & Vermaak, 2002: 1). 
A meta theory integrates multiple theories as well as the assumptions, structures and concepts of 
those theories (Wallis, 2010: 78)21. The change colour theory brands dominant change theories, that 
surface in the management- and consultancy profession, to five change colours22. These are yellow 
colour, blue colour, red colour, green colour and white colour23. Display 7 presents the five change 
colours with a brief characterization. 
 
 
Display 7 Brief characterization of the five change colours (Van der Sluis, Van Nistelrooij & De Caluwé, 2006: 2) 
Change colour Yellow  
 
Blue  Red Green White 
Characterization Change from a 
power 
perspective 
 
Change from a 
rational design 
perspective 
Change from a 
HRM perspective 
Change from a 
learning 
perspective 
Change from a 
self-organisation 
perspective. 
 
 
The publication of De Caluwé & Vermaak (2002) is this study main publication, because of the broad 
explanation of the change colour theory. Displays of following sections (3.3 and 3.4) show the most 
important change colour theory publications organised chronological by year of publishing. This 
study’s main publication has lightly marked blue in these displays. The five change colours by De 
Caluwé & Vermaak (2002) are discussed in next five subsections. 
 
3.2.1 Yellow colour 
De Caluwé & Vermaak (2002: 2) argue that yellow colour assumes that change only succeeds if the 
people in power are committed to backing the change. This refers both to people with power based 
on their formal positions as well as to people with informal power such as opinion leaders. Thus, 
yellow colour is based on the idea that change is only possible when actors are compelled to accept 
the change. Furthermore, yellow colour assumes that actors support the change if their own 
interests are taken into account. It is thought that resistance and failure is inevitable if you do not get 
all or at least most of the important actors to support the change. Combining ideas or points of view 
and the forming of coalitions or power blocks are favoured methods in this type of change process. 
Change is considered as a negotiation exercise aimed at achieving feasible solutions based on 
consensus. This way of thinking fits smoothly into change processes where complex goals or effects 
must be achieved and in which more people or parties are involved in mutually interdependent ways. 
The colour yellow can be regarded to as the colour of power (e.g. symbols like the ‘sun’, the ‘fire’) 
and of the type of process (brooding and coalition formation around a ‘log fire’). De Caluwé & 
Vermaak (2006: 69) argue that yellow colour is based on socio political concepts about organizations 
in which power play, interests and conflicts play an important role.  
 
3.2.2 Blue colour 
De Caluwé & Vermaak (2002: 3) argue that blue colour assumes that people or things will change if a 
clearly specified result is laid down beforehand. All steps are planned down to the last detail and the 
control over the result, as well as the path to be taken is kept well under control. Not interests, but 
rather rational arguments are thought to be most important. Failure is thought to be built in if facts 
and figures are not taken into account. The project approach is an expression of this way of thinking. 
Scientific Management is another classic example. One is inclined to ask for proven methods with 
reproducible results. Transparency, objectivity and efficiency are valued greatly. This way of thinking 
fits well when the change is focused on ‘hard’ aspects of an organization: such as organizational 
structure, systems or infrastructure. The term ‘blueprint’ represents the (architectural) design that is 
drawn up beforehand and is guaranteed to represent the actual outcome. 
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3.2.3 Red colour 
De Caluwé & Vermaak (2002: 3) argue that that red colour assumes that people and organisations 
will change when it is made attractive for them. In this way of thinking is it is important to stimulate 
people and to inspire them, to seduce them into acting as desired. However, care and attention are 
also important. In other words, people change if they are rewarded (salary, promotion, bonus, a 
good evaluation) or ‘penalised’ (demotion, bad evaluation). A key concept is barter. If you give a 
person a bonus, he will work harder/better. If you promote him he will become more responsible. 
And if you show care or interest for people, they flourish and perform. The aim is to have a good ‘fit’ 
between what individuals want and what the organization needs. The change effort often focuses on 
‘soft’ aspects of an organization, such as: personnel, management style, talents and competencies. 
Communication is highly valued as ways to manage expectations and ‘sell’ visions. The colour chosen 
here, refers to the colour of the human blood. The human being must be influenced, tempted and 
stimulated. De Caluwé & Vermaak (2006: 75) argue that red colour has its roots in the classic 
Hawthorn experiments, but is also the dominant thinking in present day HRM management.  
 
3.2.4 Green colour 
De Caluwé & Vermaak (2002: 4) argue that in green colour the terms ‘change’ and ‘learning’ have 
very similar meanings. People change if they learn. People are motivated to discover the limits of 
their competences and to involve themselves in learning situations. Learning is thought to be 
particularly effective in collective settings, as this allows people to give and receive feedback and to 
experiment with more effective ways of acting. The aim is to strengthen the learning abilities of the 
individual and the learning within the organization. If people learn and the organization learns, 
change is happening. The aim is not to prescribe top down outcomes of the change process. It is 
believed that learning is most effective when people work on their own learning goals and take 
ownership of their own learning. This approach fits well with changes that focus on the competences 
of people, especially (semi) autonomous professionals. The colour green is chosen because the 
objective is to get peoples’ ideas (with their motivation and learning capacity) to work, giving them 
the ‘green light’. But it also refers to ‘growth’, as in nature. De Caluwé & Vermaak (2006: 77) argue 
that green colour has its roots in action-learning theories and is part and parcel of thinking on 
learning organizations. 
 
3.2.5 White colour 
De Caluwé & Vermaak (2002: 4) argue that in white colour the dominant image is that everything 
changes autonomously on its own accord. 'Panta rhei': everything is in motion. Where there is 
energy, things change. When this is the case, ‘the time is ripe’. White colour assumes that failure 
results from thinking we can change everything we want. It is thought more important to understand 
where the energy is strong within an organization, where it wants to go and to find means to support 
this. Change will then take care of itself. Complexity is regarded as the enriching nature of things, not 
as disruptive chaos. Diagnosing the complex dynamics of a system and then creating room for change 
is a favourite approach. Sense-making plays an important role in this as does removing blockades for 
change and explicitly relying on the strength and soul of people. External stimuli are deemed of 
lesser importance. White can be seen as a combination of all colours. But more importantly it 
denotes openness: it allow room for self-organization and evolution. The outcome is open. De 
Caluwé & Vermaak (2006: 80) argue that white colour arose in reaction to mechanistic and linear 
worldviews. It is nourished by chaos theory, systems thinking and network theories.  
 
An overview of the assumptions behind the five change colours is supplemented in appendix D.  
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3.3 Substantive aspects of change colour theory publications  
Several change colour theory publications were found. This section discusses the substantive aspects 
of the most important change colour theory publications. The five change colours can be used in 
different ways. De Caluwé & Vermaak (2006: 378) describes four ways to use the five change colours 
in practice. The four ways are:  
1. Looking at organisations 
2. Taking on change processes 
3. Preference as a change agent 
4. Communicating about change. 
These four ways were used to analyse the change colour theory publications and are presented in 
display 8.  
 
 
Display 8 Change colour theory publications and the four ways to use in practice  
       Way  
 
Publication 
Looking at organisations Taking on change 
processes 
Preference as a change 
agent 
Communicating about 
change 
De Caluwé, Que & 
Vermaak (2002: 3-
17) 
Psychotherapeutic 
metaphors are used to 
describe organisations (3) 
Interventions per 
colour (15) 
Results per colour (17) 
Role and focus of change 
agent per colour (15) 
 
De Caluwé & 
Vermaak (2002: 2-
17) 
In order to survive the long 
run organisations need all 
colours balanced (17) 
Interventions per 
colour (5-12) 
Result per colour (2) 
Intention, competencies 
and focus of change 
agent per colour (12-16) 
 
Smulders, De 
Caluwé & Van 
Nieuwenhuizen 
(2003: 117-119) 
 Intervening with 
colour that meets 
preference of object 
enhance chance of 
being effective (117) 
Interventionist has 
choice for intervention 
(colour)(117) 
Intervention 
effectiveness can 
improve by 
communicating about 
change assumptions 
(119) 
Boonstra (2004: 23)  Type of change and 
interventions per 
colour (23) 
  
De Caluwé, Que & 
Vermaak ( 2004: 11-
49) 
Psychotherapeutic 
metaphors are used to 
describe organisations (11) 
Interventions per 
colour 
Outcomes per colour 
(49) 
Role and focus of change 
agent per colour (47) 
 
De Caluwé & 
Vermaak (2004: 9-
16) 
 
In order to survive the long 
run organisations need all 
colours balanced (16) 
Interventions and 
results per colour (15) 
Colour of change agent 
should match change 
effort (16) 
Focus of change agent 
(15) 
Conceptual clarity of 
change facilitates clearer 
communication between 
actors (9) 
De Caluwé & 
Vermaak (2006: 70-
346) 
Organisations need different 
colours (70) 
Diagnose instruments per 
colour (156) 
Interventions, results, 
success criteria per 
colour (70 and 230) 
 
Competencies, 
knowledge and 
personality of change 
agent per colour (346) 
Communicative work 
forms per colour (132) 
 
Ten Ham, De 
Caluwé & Van 
Nistelrooij (2006: 
23-25) 
 Results, interventions 
and assurance per 
colour (23) 
Change preferences of 
top managers (21-23) 
Change colour of top 
manager and kind of 
change (23) 
Timely, clear and 
reciprocal 
communication will 
benefit change process 
(25) 
Van der Sluis, Van 
Nistelrooij & De 
Caluwé (2006: 2-6) 
Individual change orientation 
affect change approaches 
and therefore the 
development in and of the 
organization (2) 
Change orientation 
and learning 
behaviour are linked 
(1) 
Learning behaviour 
per colour (6) 
  
Van Nistelrooij & 
Ten Ham (2006: 19) 
 Strategy and 
interventions per 
Preference of top 
managers per colour (19) 
Communication is 
important for change 
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colour (19)  process (19) 
De Caluwé, L. & 
Reitsma, E. (2007: 
9)  
 Approaches of 
different authors per 
colour (9) 
  
Van der Sluis, De 
Caluwé & Van 
Nistelrooij (2007: 1-
13)  
Managing learning or change 
must fit dominant learning 
and change orientations of 
employees (1) 
Level of learning, type 
of change and 
individual learning 
behaviour per colour 
(13) 
  
Van Nistelrooij, De 
Caluwé & Schouten 
(2007: 3-9) 
 Assumptions and 
interventions per 
colour (3-4) 
Incongruence in the 
management 
consultants’ thinking and 
doing change (9) 
 
Van Daalen (2008: 
59-68) 
 
 Case study of how to 
improve team spirit 
(59-68) 
Change colour of 13 
project leaders in 
building industry (60) 
 
Imhof (2009: 28-40) 
 
No significant relationship 
between colour and 
readiness for change (40) 
Case study about a 
change process in a 
department of Dutch 
tax service (28-39) 
   
Maes (2011: 16-
116) 
Every organisation has a 
dominant colour, however 
they would not survive if 
made up of one colour (16) 
Approaches and 
interventions to 
influence emotions in 
change process (83-
116) 
Colour-print thinking can 
serve as a diagnostic 
model to gain insight in 
one’s own preferences 
and capabilities (17) 
Knowledge of colour print 
thinking may serve as 
guidebook in 
understanding the 
others’ self-evidences 
(18)  
 
16 publications 
 
10 publications 
 
16 publications 
 
12 publications 
 
6 publications 
 
 
Display 8 shows that sixteen publications are analysed on the four ways to use the five change 
colours in practice. “Looking at organisations” is discussed in ten publications. Publications seem to 
agree that change colours need to be balanced in organisations for surviving the long run. “Taking on 
a change process” is discussed in all publications. Interventions, results, approaches and assumptions 
per change colour become a lot of attention in found publications. “Preference as a change agent” is 
discussed in twelve publications in terms of role, focus and competencies of change agent. 
“Communicating about change” is discussed least in found publications. Also this study main 
publication (De Caluwé & Vermaak, 2002) doesn’t discuss “communicating about change”. The main 
finding regarding “communicating about change” is that communication about change assumptions 
can improve intervention effectiveness. Three of the sixteen publications discuss all four ways to use 
the five change colours in practice. Discussing change colour theory publications on just four 
categories detracts the variety in content of these publications. Appendix E shows a brief description 
of the broad change colour theory publications content.  
 
3.4 Methodological aspects of change colour theory publications  
This section gives a brief overview about the methodological aspects of the change colour theory 
publications. A methodological review examines the research methods developed and utilised in the 
published works (Moustakas, 1994: 112). Several authors use different aspects to review the 
methodological aspects of publications. This study examines kind of source, method of collecting 
data, quantitative method of data analysis, population and type of publication.  
 
Kind of source 
Sources are generally described as primary, secondary, or tertiary (Reed, 1998: 381). Primary sources 
are materials that you are directly writing about, the raw materials of your own research. Secondary 
sources are books and articles in which other researchers report the results of their research based 
on (their) primary data or sources.  
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Tertiary sources are books and articles based on secondary sources, on the research of others. 
Tertiary sources synthesise and explain the work of others. Change colour theory publications use 
different kinds of source. An overview of publications main kind of source is presented in display 9.  
 
Method of collecting data 
Four methods can be used to collect data: questionnaires, interviews, observations and unobtrusive 
data (Cummings & Worley, 2009: 122). Unobtrusive data are not collected directly from respondents 
but from secondary sources such as company records and archives (Cummings & Worley, 2009: 128). 
Although literature research fits the definition of unobtrusive data, this study adds literature 
research as a separate method of collecting data. Change colour theory publications use different 
methods of collecting data. An overview of publications main methods of collecting data is also 
presented in display 9.  
 
Quantitative method of data analysis 
Quantitative methods of data analysis can be divided into four main types (Blaikie, 2003: 47-48):  
 Univariate descriptive analysis is concerned with summarizing the characteristics of some 
phenomenon in terms of distribution of variables.  
 Bivaritate descriptive analysis is concerned with describing the form and strength of associations 
between variables, as well as comparing the characteristics of the same variable in different 
populations , or different variables in the same population. 
 Explanatory analysis is concerned with trying to establish the direction and strength of influence 
between variables.  
 Inferential analysis is concerned with estimating whether the characteristics or relationships 
found in a sample, or differences between samples, could be expected to exist in the population 
or populations from which the sample or samples were randomly drawn; the procedure allows us 
to generalise sample statistics to population parameters.  
Change colour theory publications use different quantitative methods of data analysis. An overview 
of publications main quantitative methods of data analysis is also presented in display 9.  
 
Population 
A population is a collection of research objects24 (Van Zanten, 2006b: 18). Change colour theory 
publications studied different populations. This methodological section wants to clarify whether 
studied populations are people performing change or undergoing change. An overview of 
publications differences in studied populations is also presented in display 9.  
 
Type of publication 
There are different types of publications. Bauer (2011: 124) distinguishes following researcher 
publications: books, book contributions, journal articles, scientific reports, other (e.g. conference 
proceedings). Change colour theory publications have been published in different types of 
publications. An overview of used types of publications is also presented in display 9.  
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Display 9 Methodological differences in change colour theory publications 
Publication Kind of 
source 
Method of collecting data Quantitative method of data 
analysis 
 
Population Type of publication 
De Caluwé, Que & Vermaak (2002) Tertiary Literature research Not applicable Performing change: psychotherapists and change agents Journal article 
De Caluwé & Vermaak (2002) 
 
Tertiary Literature research Not applicable Not applicable Other (Conference 
proceeding) 
Smulders, De Caluwé & Van 
Nieuwenhuizen (2003) 
Primary Interview 
Observation  
Univariate descriptive analysis Both performing and undergoing change: companies in high-
end consumer electronics and lightening products 
Journal article 
Boonstra (2004) Tertiary Literature research Not applicable Not applicable Book contribution 
De Caluwé, Que & Vermaak (2004) Tertiary Literature research Not applicable Performing change: psychotherapists and change agents Book contribution 
De Caluwé & Vermaak (2004) Tertiary Literature research Not applicable Not applicable Journal article 
De Caluwé & Vermaak (2006) Tertiary Literature research Not applicable Not applicable Book 
Ten Ham, De Caluwé. & Van 
Nistelrooij (2006) 
Primary  Questionnaire 
Interview  
Univariate descriptive analysis 
Bivaritate descriptive analysis 
Explanatory analysis 
Performing change: +-100 managers of Dutch profit 
organisations 
Journal article 
Van der Sluis, Van Nistelrooij & De 
Caluwé (2006) 
Tertiary Literature research Not applicable Not applicable Other (Conference 
proceeding) 
Van Nistelrooij & Ten Ham (2006) Primary Questionnaire 
Interview  
  
Univariate descriptive analysis 
Bivaritate descriptive analysis 
Performing change: 103 Dutch top managers Journal article 
De Caluwé. & Reitsma (2007) 
  
Primary Interview 
 
Univariate descriptive analysis 
Bivaritate descriptive analysis 
Explanatory analysis 
Performing change: 40 Dutch management consultants Other (Conference 
proceeding) 
Van der Sluis, De Caluwé & Van 
Nistelrooij (2007)  
Primary Unknown  Univariate descriptive analysis Not performing and undergoing change: Dutch university 
graduates 
Performing change: Dutch managers 
Other (Working 
paper) 
Van Nistelrooij, De Caluwé & 
Schouten (2007) 
Primary Questionnaire Univariate descriptive analysis 
Bivaritate descriptive analysis 
Explanatory analysis  
Performing change : 71 Dutch management consultants Journal article 
Van Daalen (2008) 
  
Primary Questionnaire 
Interview 
Unobtrusive data 
(document analysis) 
Univariate descriptive analysis 
  
Performing change: 21 project teams in a construction 
company 
Scientific report25 
Imhof (2009) Primary Questionnaire 
Interview 
Observation  
Unobtrusive data 
(document analysis) 
Univariate descriptive analysis 
Bivaritate descriptive analysis 
Explanatory analysis 
Undergoing change: department in Dutch tax service (61 
employees) 
Scientific report26 
Maes (2011) Primary Interview Univariate descriptive analysis 
Bivaritate descriptive analysis 
Performing change: 14 experienced change agents Scientific report27 
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Display 9 findings are summarised in display 10.  
 
 
Display 10 Methodological differences summarised 
Methodological aspect Number of publications 
 
Kind of source 
 
Primary: 
Secondary:  
Tertiary: 
 9 
 0 
 7 
Method of collecting data 
 
Questionnaire: 
Interview: 
Observation: 
Unobtrusive data: 
Literature research: 
 5 
 7 
 2 
 2 
 7 
Quantitative method of data analysis 
 
Univariate descriptive analysis: 
Bivaritate descriptive analysis: 
Explanatory analysis: 
Inferential analysis: 
Not applicable: 
 9 
 6 
 4 
 0 
 7 
Population 
 
Performing change: 
Undergoing change: 
Both performing and undergoing change: 
Not performing and undergoing change: 
Not applicable:  
 9 
 1 
 1 
 1 
 5 
Type of publication 
 
Book: 
Book contribution: 
Journal article: 
Scientific report: 
Other: 
 1 
 2  
 6  
 3 
 4 
 
 
Displays 9 and 10 show that change colour theory publications main kind of source has been labelled 
to only primary and tertiary kind of sources. Interview and literature research are most popular 
methods of collecting data. Five publications used triangulation: the use of two or more methods of 
data collection (Donoghue, 2000: 50). Univariate descriptive analysis is most often used quantitative 
method of data analysis, followed by bivariate descriptive analysis and explanatory analysis. Seven 
publications didn’t use any quantitative method of data analysis. Studied populations show a bias. 
People undergoing change are under-represented and people performing change are over-
represented. Authors published mainly in journal articles followed by category other type of 
publications (conference- or working paper). Publications with literature research as method of 
collecting data, used tertiary kind of source and didn’t use any quantitative method of data analysis. 
Quantitative data analysis was only applied in publications that use the change colour theory as a 
framework for further research. A publication with a quantitative data analysis on the change colour 
theory in itself, wasn’t found.  
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4. Change colour theory and branding constellations 
 
This chapter discusses the building of a new theory. A theory is a network of hypotheses, a coherent 
system of statements about a phenomenon (Schreuder Peters, 2012: 71)28. A phenomenon is 
anything that is or can in principle be an object of consciousness (Rao Pappu, Victor & Saibaba, 2006: 
32). In this study it refers to the connection between change colour theory and branding 
constellations. This study’s aim is to build a theory about the connection between change colour 
theory and branding constellations.  
First, overarching the new theory, the connection between change and branding is discussed (4.1). 
Second, the connection between the change colour theory and branding constellations is explored 
(4.2). Third, following the initial theory hypotheses to be tested are formulated (4.3).  
 
4.1 Exploring change and branding 
As discussed in section 1.2, change theories are important for branders. This section is about the 
connection between change and branding. First there is an overview of literature search (4.1.1). 
Substantive aspects and methodological aspects of publications are described in 4.1.2 and 4.1.3.  
 
4.1.1 Literature search 
A broad range of activities are performed to discover publications with connection between change 
and branding. A brief overview of the systematic search activities performed, is presented in display 
11.  
 
 
Display 11 Systematic search activities for publications with connection between change and branding 
 Systematic search activities 
 
1 Searching the Internet with search engine Google Scholar on the terms: branding + change, branding + change 
management, branding + colour, branding + colour theory, branding + theory of change in five colour, constellation + 
change, constellation+ change management, constellation + colour, constellation + colour theory, constellation + 
theory of change in five colours. 
 
2 Searching the Internet with search engine Google. Used search terms according afore mentioned at 1. 
 
3 Searching different databases of libraries of Open Universiteit and Rijksuniversiteit Groningen. Used search terms 
according afore mentioned at 1. Databases are: http://catalogue.rug.nl, Academic Search Elite (EBSCO, ACM Digital 
Library, ACS Publications, Business Source Premier (EBSCO), Cambridge University press, DOAJ - Directory of Open 
Access Journals, EBSCO Host, E-Journals (EBSCO), Emerald [management plus], ERIC (EBSCO), GreenFILE (EBSCO), 
HeinOnline, IEEE Digital Library, JSTOR Business & Biological Collection, Kluwer Navigator, Lecture Notes in Computer 
Science, Library, Information Science & Technology Abstracts - LISTA (EBSCO), NARCIS - the Gateway to Dutch 
Scientific Information, Nature : international weekly journal of science, OpMaat Premium, Oxford Handbooks Online - 
Business & Management, Oxford Journals, PsycArticles (EBSCO), Psychology and Behavioral Sciences Collection 
(EBSCO), PsycINFO (EBSCO), PubMed, Regional Business News (EBSCO), SAGE Journals Online, Science, ScienceDirect 
(Elsevier), SpringerLink, Taylor & Francis Group, Web of Science, Wiley Online Library, WorldCat. 
 
 
 
The publications found by systematic search activities of display 11 are supplemented in appendix F. 
Next to the systematic search activities, a snowball method was conducted on the literature list in 
the publications found by the systematic search. The snowball method consisted of consulting the 
literature list in publications, finding other publications and then repeating this procedure (Van der 
Velde, Jansen & Anderson, 2004: 28). The substantive and methodological aspects of these 
publications are discussed in the next subsections. 
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4.1.2 Substantive aspects of publications 
Substantive aspects of publications with connection between change and branding are presented in 
display 12. Display 12 discusses the kind of connection of these publications. Whether these 
publications describe the change colour theory and branding constellations is also explored. A brief 
description of these publications content is supplemented in appendix G. 
 
 
Display 12 Substantive aspects of publications with connection between change and branding 
Publication Kind of connection 
 
Change colour 
theory  
Branding 
constellations 
Impact of change on 
branding 
Impact of branding on change 
Mathur, Moschis 
& Lee (2003: 138) 
Lifestyle changes of 
people might change 
their preferences for 
specific brands 
 No No 
Shelton (2003: 1-
2) 
 Introduction of a robust change 
management framework within a brand 
can be applied as a vehicle for managing 
transformational change 
No No 
De Meere, Van 
der Graaf & 
Fortuin (2005: 38) 
 Exploration of the potential of identity 
branding for urban renewal and urban 
development 
No No 
Stensaker (2007: 
13-25) 
 One of the benefits of branding is that 
branding efforts may also be a promising 
way to instigate internal change at a 
given institution 
No No 
Sowers (2009: 2) Studies how NATO has 
changed the way it 
brands itself to Russia 
 No No 
Finney & 
Scherrebeck-
Hansen (2010: 
325) 
 Write about internal marketing as a 
change management tool in a re-
branding situation 
No No 
Jimmieson & 
White (2011:331-
339 ) 
 This study examined if organizational 
identification can account for the 
mechanisms by which two-change 
management practices influence 
employees’ intentions to support change 
No No. 
 
7 publications 
 
2 publications 
 
5 publications 
 
0 publications 
 
0 publications 
 
 
Two of the seven publications focus on the impact of change on branding, while the other five 
publications report on the impact of branding on change. A publication about the connection 
between change colour theory and branding constellations wasn’t found. So, there are no 
publications found to ground the new theory. 
 
4.1.3 Methodological aspects of publications 
A brief overview about the methodological aspects of publications with connection between change 
and branding is presented in display 13. This study examines kind of source, method of collecting 
data, quantitative method of data analysis, population and type of publication (for further details of 
these different aspects, see chapter 3.4). 
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Display 13 Methodological aspects of publications with connection between change and branding 
 
Publication Kind of 
source 
Method of 
collecting data 
Quantitative 
method of data 
analysis 
 
Population Type of 
publication 
Mathur, Moschis & 
Lee (2003: 138) 
Primary Questionnaire Univariate 
descriptive 
analysis 
Bivaritate 
descriptive 
analysis 
Explanatory 
analysis 
Households in the USA Journal 
article 
Shelton (2003: 1-2) Primary Interview 
Observation 
Unobtrusive 
data 
Not applicable Senior management staff 
and directors of two 
Australian organisations 
Scientific 
report29 
De Meere, Van der 
Graaf & Fortuin 
(2005: 38) 
Primary Interview 
Unobtrusive 
data 
Not applicable A neighbourhood in Ede, 
Netherlands 
Journal 
article 
Stensaker (2007: 13-
25) 
Tertiary Literature 
research 
Not applicable Higher education institutes Journal 
article 
Sowers (2009: 2) Primary Unobtrusive 
data 
Not applicable NATO and Russia Scientific 
report30 
Finney & 
Scherrebeck-Hansen 
(2010: 325) 
Primary Interview Not applicable Canadian university college Journal 
article 
Jimmieson & White 
(2011:331-339 ) 
Primary Questionnaire 
 
Univariate 
descriptive 
analysis 
Bivaritate 
descriptive 
analysis 
Explanatory 
analysis 
Hotel employees Journal 
article 
 
 
Display 13 shows that publications with connection between change and branding employed primary 
(six) and tertiary (one) kind of sources. Interview and unobtrusive data are employed most methods 
of collecting data. Two publications employed triangulation: the use of two or more methods of data 
collection (Donoghue, 2000: 50). Quantitative method of data analysis was used by two of the seven 
publications. Five of the seven publications used any kind of quantitative data analysis. 
 
4.2 Exploring connection between change colour theory and branding 
constellations 
As no publications were found on the connection between change colour theory and branding 
constellations, the connection had to be explored indirectly. Jurg (2010: 30) distinguishes two 
dimensions of problem identification techniques: a holistic versus a reductionist perspective and an 
emotional versus a rational approach. The two dimensions of problem identification techniques are 
visualised in display 14. 
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Display 14 The two dimensions of problem identification techniques 
 
 
Perspective: 
 
 
Approach: 
 
      Holistic                                                                                                                                   Reductionist  
 
 
      Emotional                                                                                                                              Rational 
 
 
 
Display 14 shows the two dimensions of problem identification techniques. The display also shows 
that holistic is the opposite of reductionist and emotional is the opposite of rational. According to 
Jurg (2010: 8-9) branding constellations differ from other problem identification techniques by their 
combination of a holistic perspective and an emotional approach as reported in subsection 1.1. A 
holistic perspective focuses on the elements and relationships emerging from the whole rather than 
decomposing problems into the basic elements that form the core of the problem. Emotions are the 
end result of information processing that occurs subconsciously (Jurg, 2010: 53).  
 
Made connections of next subsections are classified in: very positive connection (+2), moderately 
positive connection (+1), neutral (0), moderately negative connection (-1), very negative connection 
(-2). These kinds of classifications were used often within the branding theme. For example Stroo 
(2006: 26) used for inter rater reliability scores the following classification: the aspect scores very 
high, the aspect scores high, the aspect scores moderate, the aspect scores low and the aspect scores 
very low. Claus (2008: 34)used for opinion on usefulness of branding constellations the following 
classification: very positive, positive, neutral, negative and very negative. 
 
Section 4.2 analyses change colour theory findings on the holistic perspective and emotional 
approach per change colour Subsection 4.2.1 ends with a connection classification of change colours 
with branding constellations, based on the number of change colour theory publications indicating 
such a connection. Subsection 4.2.2 ends with a connection classification of change colours with 
branding constellations, based on substantive aspects. Subsection 4.2.3 integrates the results of 
previous subsections and ends with a total classification for change colour-branding constellation 
connection.  
 
4.2.1 Connection based on number of publications 
The change colour publications reported in section 3.3 are explored for the two dimensions (holistic- 
versus reductionist perspective and emotional- versus rational approach). Therefore these 
publications were searched on the stems of the following key terms (as well as their synonyms): 
holistic (chaos, complex, system), reductionist (deterministic, linear), emotional (atmosphere, feel, 
irrationality) and rational (design, planning, science). If a description consisted of several sentences 
which were substantive similar, only the first sentence that was close to the notion explored was 
scored. Only when a description consisted of contradictionary sentences on one of the two 
dimensions of problem identification techniques, these contrary sentences were transferred to 
display 17 and two different scores were given. Scores on the two dimensions of problem 
identification techniques were gathered in a way which is presented in display 15. 
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Display 15 Scoring descriptions on holistic perspective and emotional approach 
Description in publications indicates 
 
Score on holistic perspective 
Positive connection with holistic perspective +  
Negative connection with holistic perspective - 
Positive connection with reductionist perspective - 
Negative connection with reductionist perspective + 
Description in publications indicates 
 
Score on emotional approach 
Positive connection with emotional approach + 
Negative connection with emotional approach - 
Positive connection rational approach - 
Negative connection rational approach + 
 
 
Display 15 shows that descriptions in change colour publications can score a plus (+) or a minus (-) on 
the holistic perspective and can score a plus (+) or a minus (-) on the emotional approach. In addition 
to display 14, scores are given only on holistic perspective and emotional approach. This is visualised 
in display 16.  
 
 
Display 16 Searching and scoring change colour theory publications positioned in the classification of the branding problem 
identification techniques (Jurg, 2010: 53) 
Approach/perspective 
 
Holistic  Reductionist  
Emotional  Searching and scoring Searching but no scoring 
Rational  Searching but no scoring Searching but no scoring 
 
 
Display 16 shows that change colour theory publications are searched on holistic versus reductionist 
perspective and on emotional versus rational approach. Scores are given on only holistic perspective 
and emotional approach.  
Next, display 17 presents the scores on the holistic perspective and emotional approach.  
 
 
Display 17 Change colour theory publications and their change colour’s scores on holistic perspective and emotional 
approach 
Publication 
 
Holistic or reductionist 
perspective 
(page) 
Score holistic 
perspective  
(rating: + or -) 
Emotional or rational approach 
(page) 
Score 
emotional 
approach 
(rating: + or -) 
De Caluwé, Que 
& Vermaak 
(2002: 4-12) 
 
Blue colour is reducing 
complexity (12)31 
Chaos- and complexity 
theory are part of white 
colour (5)32 
Blue: - 
 
White: + 
 
Blue colour is based on rational 
designing and implementing an human 
irrationality has to be eliminated (4)33 
Atmosphere team spirit and feeling at 
home are important(5)34 
Blue: - 
 
 
 
Red: + 
De Caluwé & 
Vermaak (2002: 
3-17) 
White colour can 
diagnose complexity 
and understand 
dynamics (17) 
 
White: + 
 
Rational arguments are thought to be 
most important of blue colour (3) 
About red colour: organizations must 
take irrational human being into 
account (17) 
Blue: - 
 
 
Red: + 
Smulders, De 
Caluwé & Van 
Nieuwenhuizen 
(2003: 113) 
Blue colour is reducing 
complexity as much as 
possible (113) 
Blue: - Red colour among other things is 
creating a good atmosphere (113) 
Red: + 
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Boonstra (2004: 
5-23) 
  Red and blue colour are planned 
change and one characteristic of 
planned change is process rationality 
(5-23) 
Blue: - 
Red: - 
De Caluwé, Que 
& Vermaak 
( 2004: 14-16) 
White colour is a 
reaction on 
deterministic, mechanic 
and linear philosophies 
(16) 
White: + Blue colour is rational design and 
implementation of change. Rational 
arguments are the most important (14) 
Blue: - 
De Caluwé & 
Vermaak (2004: 
11-16) 
White colour is 
nourished by chaos-, 
systems- and network 
theories (14) 
 
White: + Blue colour is rational design and 
implementation of change (11) 
About red colour: organizations must 
take irrational human being into 
account (16) 
Blue: - 
 
 
Red: + 
De Caluwé & 
Vermaak (2006: 
74-89) 
Chaos- and complexity 
theory are part of white 
colour (80)35 
 
White: + Blue colour is rational design and 
implementation of change (74)36 
Among other things a good 
atmosphere is a success criterium for 
red colour (89)37 
Blue: - 
 
 
Red: + 
Ten Ham, De 
Caluwé & Van 
Nistelrooij (2006: 
20) 
  Top managers prefer a rational 
designed (blue colour) change 
approach (20)38 
Blue: - 
Van der Sluis, 
Van Nistelrooij & 
De Caluwé (2006: 
2) 
  Blue colour refers to a rational 
designed change process (2) 
Blue: - 
Van Nistelrooij & 
Ten Ham (2006: 
19) 
  Strategy for blue colour is empiric-
rational (19)39 
Blue: - 
De Caluwé & 
Reitsma (2007: 9)  
  Blue and red colour40 are both partly 
empirical-rational change approaches 
(9) 
Blue: - 
Red: - 
Van der Sluis, De 
Caluwé & Van 
Nistelrooij (2007: 
8)  
  Blue colour is based on rational design 
followed by implementation of change 
(8) 
Blue: - 
Van Nistelrooij, 
De Caluwé & 
Schouten (2007: 
245-246) 
White colour is 
nourished by chaos-, 
systems- and network 
theories (246) 
White: + Blue colour is rational design and 
implementation of change (245) 
Blue: - 
Van Daalen 
(2008) 
    
Imhof (2009: 17) 
 
White colour is a 
reaction on a mechanic 
and linear thinking 
(17)41 
White: + Blue colour is based on scientific 
management and machine metaphor 
(17)42 
Blue: - 
Maes (2011: 12-
127) 
  In yellow processes emotions should 
not really be an issue (124) 
Blue colour is focused on rationality 
and irrationality, such as emotions 
must be eliminated (12) 
Emotions can be considered the main 
driver behind red print thinking (71) 
Red, green and white processes are in 
definition more focussed on finding the 
emotion (127) 
Yellow: - 
 
Blue: - 
 
 
 
Red: + 
Green: + 
White: +  
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Remarkable is however that change colour publications report differently on the emotional versus 
rational approach of red colour. Two publications indicate a negative connection with the emotional 
approach and six publications a positive connection. 
The display 17 findings are summarised in display 18. Display 18 presents per change colour the 
number of publications with a plus (+) or a minus (-) score on the holistic perspective and emotional 
approach. Given scores are counted to a total score. Based on the total score, a connection 
classification on number of publications was made: very positive connection (total score is +4 or 
higher), moderately positive connection (total score is from +1 to +3), neutral (total score is 0), 
moderately negative connection (total score is from -1 to -3), very negative connection (total score is 
-4 or lower).  
 
 
Display 18 Connection between change colours and branding constellation based on number of publications 
 Yellow colour Blue colour  Red colour Green colour  White colour 
 
Number of publications 
with connection holistic 
0 -2 0 0 +7 
Number of publications 
with connection 
emotional 
-1 -13 +6 and -2 +1 +1 
 
Total score 
 
-1 
 
-15 
 
+4 
 
+1 
 
+8 
 
Connection classification 
on number of publications 
 
Moderately 
negative 
connection 
(-1) 
 
Very negative 
connection 
 
(-2) 
 
Very positive 
connection 
 
(+2) 
 
Moderately 
positive 
connection 
(+1) 
 
Very positive 
connection 
 
(+2) 
 
 
 
Display 18 shows the connection classification on number of publications. Yellow colour classification 
is moderately negative connection (-1), while blue colour has very negative connection (-2); red 
colour very positive connection (+2), green colour moderately positive connection (+1) and white 
colour very positive connection (+2). Remarkable is that change colour publications report differently 
on the emotional versus rational approach of red colour. Two publications indicate a negative 
connection with the emotional approach and six publications a positive connection.  
 
4.2.2 Connection based on substantive aspects 
Search activities, according to appendix C, were explored to find change colour theory publications 
with main topic holism-reductionism perspective and emotional-rational approach. However, no 
change colour theory publications were found with main topic the holism-reductionism dimension. 
Just one of the change colour theory publications (Maes, 2011) has emotions of the five change 
colours as main topic. The emotional approach per change colour according to Maes (2011) is 
presented in display 19. 
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Display 19 Emotional approach43 of different change colours (Maes, 2011: 126) 
 
 
 
Display 19 shows that according to Maes (2011: 126) yellow and blue colour are least open for 
addressing emotions and red and white colour are most open.  
Display 20 presents the connection between change colours and branding constellation based on 
substantive aspects. Just like in display 18, this connection is based on the holistic perspective and 
emotional approach. 
There is no change colour theory publication with main topic the holism-reductionism dimension and 
from a substantive viewpoint there is a nothing to state about connection between the change 
colours and the holistic perspective. Therefore classification neutral (0) was given to all change 
colours regarding their substantive connection on holistic.  
Maes (2011: 124) explicitly states that emotions should not occur in a yellow colour44and thus the 
classification very negative connection (-2) was given. As blue colour scores lower in display 19 than 
yellow colour, blue colour was scored very negative connection (-2) too. 
Maes (2011: 70) considers emotion the main driver of red colour45 and display 19 shows red colour is 
the colour with the highest level of emotional approach. Thus, classification very positive 
connection(+2) was given. Maes (2011: 127) states that red, green and white colours are in definition 
more focussed on finding the emotions46. Both the process and the attitude of the people are more 
open to addressing emotions. Display 19 shows among other change colours the emotional approach 
of green colour and white colour. Classification moderately positive connection (+1) was given to 
both green colour and white colour. 
The substantive findings of connection between change colours and branding constellations are 
presented in display 20.  
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Display 20 Connection between change colours and branding constellation based on substantive aspects 
 Yellow colour Blue colour  Red colour Green colour  White colour 
 
Substantive connection 
holistic 
Neutral 
(0) 
 
Neutral 
(0) 
Neutral 
(0) 
Neutral 
(0) 
Neutral 
(0) 
Substantive connection 
emotional 
Very negative 
connection  
 
(-2) 
 
Very negative 
connection  
 
(-2) 
Very positive 
connection 
 
(+2) 
Moderately 
positive 
connection 
(+1) 
Moderately 
positive 
connection 
(+1) 
 
Connection classification on 
substantive aspects 
 
Very negative 
connection 
 
(-2) 
 
 
Very negative 
connection  
 
(-2) 
 
Very positive 
connection 
 
(+2) 
 
Moderately 
positive 
connection 
(+1) 
 
Moderately 
positive 
connection 
(+1) 
 
Display 20 shows the connection classification on substantive aspects. Yellow colour classification is 
very negative connection (-2) and those for the other change colours are: blue colour with very 
negative connection (-2), red colour with very positive connection (+2), green colour with moderately 
positive connection (+1) and white colour with moderately positive connection (+1). 
 
4.2.3 Conclusion about connection: integrating number and substantive aspects 
The number of publications that indicates a connection is one criterium used for classifying the 
(dis)connection between change colours and branding constellation. The other criterium is the 
substantive aspect. The subsections 4.2.1 and 4.2.2 findings are integrated to make a total 
classification for change colour-branding constellation connection. Display 21 visualises this 
integration.  
 
 
Display 21 Integrating number and substantive aspects to total classification for change colour-branding constellation 
connection 
 
 
 
 
 
 
 
 
 
 
 
 
 
Display 21 shows that total classification for change colour-branding constellation connection 
consists of an integration of connection classification on number of publications and connection 
classification on substantive aspects. The findings of this integration are presented in display 22. 
 
 
Connection classification on 
number of publications 
Connection classification on 
substantive aspects 
Total classification for change colour-branding 
constellation connection: 
- Very positive connection (+2) 
- Moderately positive connection (+1) 
- Neutral (0) 
- Moderately negeative connection (-1) 
- Very negative connection (-2) 
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Display 22 Total classification for change colour-branding constellation connection 
 Yellow colour Blue colour  Red colour Green colour  White colour 
 
Connection classification on 
number of publications 
Moderately 
negative 
connection 
(-1) 
 
Very negative 
connection  
(-2) 
Very positive 
connection 
 
(+2) 
Moderately 
positive 
connection 
(+1) 
Very positive 
connection 
 
(+2) 
Connection classification on 
substantive aspects 
Very negative 
connection 
(-2) 
 
Very negative 
connection  
(-2) 
Very positive 
connection 
 
(+2) 
Moderately 
positive 
connection 
(+1) 
Moderately 
positive 
connection 
(+1) 
 
Total classification for change 
colour-branding constellation 
connection 
 
Very negative 
connection 
(-2) 
 
Very negative 
connection  
(-2) 
 
Very positive 
connection 
 
(+2) 
 
Moderately 
positive 
connection 
(+1) 
 
Very positive 
connection 
 
(+2) 
 
 
Display 22 shows the total classification for change colour-branding constellation connection. Yellow 
colour classification is very negative connection (-2) and those for the other change colours are: blue 
colour with very negative connection (-2), red colour with very positive connection (+2), green colour 
with moderately positive connection (+1) and white colour with very positive connection (+1). 
The total classification for change colour-branding constellation connection results in the initial 
theory propositions. These propositions about the connection between change colours and branding 
constellations are presented in display 23.  
 
 
Display 23 The initial theory propositions 
 Yellow colour Blue colour  Red colour Green colour  White colour 
 
Initial theory propositions 
about connection between 
change colours and branding 
constellations 
 
Strong 
negative 
connection 
(-2) 
 
Strong 
negative 
connection  
(-2) 
 
Strong positive 
connection 
 
(+2) 
 
Moderately 
positive 
connection 
(+1) 
 
Strong positive 
connection 
 
(+2) 
 
 
Display 23 shows the initial theory propositions. These initial theory propositions were tested. The 
hypotheses for testing the initial theory propositions are discussed in section 4.3.  
 
4.3 Hypotheses 
This subsection discusses the hypotheses to be tested. A hypothesis is a tentative proposition, with 
and unknown validity and which specifies a relationship between two or more variables (Kumar, 
2005: 74)47. First, hypotheses of constellation branders and regular branders are discussed (4.3.1) 
and second, those of the constellation branders and regular people (4.3.2).Third, hypotheses of 
stand-ins and regular people are described (4.3.3) and fourth, those of witnesses and regular people 
4.3.4). Finally, there are hypotheses about change colours and the perceived usefulness (4.3.5).  
 
4.3.1 Hypotheses about constellation branders and regular branders 
As reported in section 2.4, Claus (2008: 3) reports that constellation branders48 have a different 
MBTI-prophile than regular managers. Following Claus (2008) this calls for the research question 
whether constellation branders have different change colours than regular branders, branders that 
didn’t conduct a branding constellation. This study operationalises regular branders by LinkedIn 
branders; branders found on website LinkedIn (www.linkedin.com).  
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LinkedIn is a website, positioned for young professionals and is widely used to build and maintain 
external professional networks (Skeels & Grudin, 2009: 104).  
Subsection 4.2.3 ends with the initial theory propositions of connection between the change colours 
and branding constellations. The assumption of this study is that constellation branders feel 
attracted to the holistic perspective and emotional approach of branding constellations, otherwise 
they wouldn’t have conducted a branding constellation. Therefore, constellation branders are 
expected to have more red, green and white colour than regular branders. These theoretical 
expectations are tested by hypotheses 1 till 5. Hypotheses 1 till 5 are supplemented in appendix I. 
 
4.3.2 Hypotheses about constellation branders and regular people 
As reported in section 2.4, Claus (2008: 3) reports that constellation branders49 have a different 
MBTI-prophile than regular managers. Following Claus (2008) this calls for the next hypotheses 
question whether constellation branders have different change colours than regular people. This 
study operationalises the scores of the regular people as the standard average score of De Caluwé 
(see appendix H). In line with 4.3.1, constellation branders are expected to have more red, green and 
white colour than regular people. These theoretical expectations are tested by hypotheses 6 till 10. 
Hypotheses 6 till 10 are supplemented in appendix J. 
 
4.3.3 Hypotheses about stand-ins and regular people 
In line with 4.3.2, this study questions whether stand-ins have different change colours than regular 
people. This study operationalises regular people by the standard average score of De Caluwé (see 
appendix H). The assumption of this study is that stand-ins feel attracted to the holistic perspective 
and emotional approach of a branding constellation, otherwise they wouldn’t have participated in 
the branding constellation workshops. Therefore stand-ins are expected to have more red, green and 
white colour than regular people. These theoretical expectations are tested by hypotheses 11 till 15. 
Hypotheses 11 till 15 are supplemented in appendix K. 
 
4.3.4 Hypotheses about witnesses and regular people 
 In line with 4.3.2, this study questions whether witnesses have different change colours than regular 
people. This study operationalises regular people by the standard average score of De Caluwé (see 
appendix H). Witnesses feel attracted to the holistic perspective and emotional approach of a 
branding constellation, otherwise they wouldn’t have participated in branding constellations. 
Therefore, witnesses are expected to be more red, green and white than regular people. These 
theoretical expectations are tested by hypotheses 16 till 20. Hypotheses 16 till 20 are supplemented 
in appendix L. 
 
4.3.5 Hypotheses about change colours and the perceived usefulness 
According to Jurg (2010: 173) many constellation branders report that emotionally intelligent 
constellation branders seem more able to gain insights from branding constellations than 
emotionally less intelligent constellation branders50. Claus (2008: 4) states that branding 
constellations seem most useful for the Extravert, iNtuition, Perceiving and Feeling (ENPF) type of 
brander51. Following Claus (2008) this calls for the research question whether branding constellations 
are more useful for branders with certain change colours. It is plausible that red, green and white 
constellation branders feel more attracted to branding constellations and might find them more 
useful than yellow and blue constellation branders. These theoretical expectations are tested by 
hypotheses 21 till 25. Hypotheses 21 till 25 are supplemented in appendix M.  
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5. Testing the initial theory 
 
This chapter is about testing the initial theory propositions of chapter 4. The chapter explains the 
testing and the methodology followed. Methodology is the technique(s) used by the researcher to 
discover the reality (Carso, et al, 2001: 4). First, there is an explanation about the method of 
collecting data (5.1). Second, the method of quantitative data analysis is described (5.2).  
 
5.1 Collecting data 
First, the questionnaires are discussed (5.1.1). Second, the data collection in the different 
populations is described: constellation branders (5.1.2), regular branders (5.1.3), stand-ins (5.1.4) and 
witnesses (5.1.5). The response rates are debated in section 5.1.6. 
 
5.1.1 Questionnaires  
This study aimed to test the hypotheses of section 4.3 and employed questionnaires to collect data. 
A questionnaire is a fixed set of questions intended to be completed by some group of respondents 
(Jurg, 2010, 92). A population is a collection of research objects52 (Van Zanten, 2006b, 18).  
Four different populations were studied in this study: constellation branders, regular (LinkedIn) 
branders, stand-ins and witnesses. This study used questionnaires for collecting data. Three slightly 
different questionnaires were distributed (see appendix N, O and P), dependent on the different 
populations. A brief overview about collecting data is presented in display 24. 
 
 
Display 24 Methods of collecting data in studied populations 
Topic 
 
Population 
constellation 
branders  
 
Population 
regular branders 
Population 
stand-ins 
Population 
witnesses 
General information Questionnaire  Questionnaire  Questionnaire  Questionnaire  
Perceived usefulness Questionnaire Not applicable Not applicable Not applicable 
Change colours Questionnaire Questionnaire Questionnaire Questionnaire 
 
 
5.1.2 Constellation branders 
Constellation branders were asked by email to participate in this study. In the email there was a 
hyperlink to AsqOnline, the location of the questionnaire. The email was sent on 2 July 2012 and 
respondents’ deadline was 14 July 2012. A first reminder email was sent on 9 July 2012 and a second 
invitation was sent on 4 September 2012.  
The questionnaire existed of two parts with a total of 18 questions. The first part, with six questions, 
was about general information and the perceived usefulness of the branding constellation the 
constellation brander conducted. The second part, with twelve questions, was about the change 
colours of the constellation branders. The questions of the second part were taken from the 
questionnaire of Imhof (2009: 50) with the consent of consultancy firm TwynstraGudde in 
Amersfoort (Netherlands) (http://www.tg.nl), the legal owner of the questionnaire. The emails and 
questionnaire used for the constellation branders are supplemented in appendix N.  
 
5.1.3 Regular branders 
As discussed in section 4.3.1 regular branders are operationalised by LinkedIn branders; branders 
found on website LinkedIn (www.linkedin.com). LinkedIn exist of many groups and members of 
LinkedIn can participate in such groups. LinkedIn-groups are often on topic and can be created by 
every LinkedIn-member. For this study the researcher participated in different LinkedIn-groups 
related to branding and marketing.  
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On 12 July 2012 the researcher started a discussion on five LinkedIn-groups with the request to 
participate in the study. In the discussion there was a hyperlink to AsqOnline, the location of the 
questionnaire. The discussions started are supplemented in appendix O. The LinkedIn-groups where 
the discussion were started also are supplemented in appendix O.  
The questionnaire existed of two parts with a total of twenty questions. The first part, with eight 
questions, was about general information of the regular branders. The second part, with 12 
questions, was about the change colours of these regular branders and was exactly the same as for 
the constellation branders. The questionnaire employed for the regular branders is supplemented in 
appendix O. The regular branders could answer the questionnaire from 2 till 14 July 2012. Only two 
regular branders filled out the questionnaire. On 4 and 14 September new discussions were started 
on eight LinkedIn groups to interest group members to participate this study. Ten new regular 
branders filled out the questionnaire. The LinkedIn-groups and started discussions are supplemented 
in appendix O.  
 
5.1.4 Stand-ins 
Stand-ins of the two most recent branding constellation workshops (BOVAG and VVD) attended by 
more that 35 people, were asked by email to partipate in this study. In line with the constellation 
branders, the email contained a hyperlink to AsqOnline, the location of the questionnaire. The email 
was sent on 2 July 2012 and stand-ins could answer until 14 July 2012. The questionnaire was in line 
with the one of the constellation branders. On 15 July there was insufficient response and on 3 
September 2012 stand-ins that didn’t (entirely) perform the questionnaire were asked again by email 
to cooperate the study. The emails and questionnaire used for the stand-ins are supplemented in 
appendix P.  
 
5.1.5 Population witnesses 
Witnesses of the two most recent branding constellation workshops (BOVAG and VVD), were asked 
by email to join this study. In the email there was a hyperlink to AsqOnline, the location of the 
questionnaire. The email was sent on 2 July 2012 and the deadline was 14 July 2012. The 
questionnaire was in line with the one of the constellation branders. On 15 July there was insufficient 
response and on 3 September 2012 witnesses that didn’t (entirely) perform the questionnaire were 
asked again by email to cooperate the study. The emails and questionnaire used for the witnesses 
are the same as those of the stand-ins and are supplemented in appendix P.  
 
5.1.6 Overview of response rates 
An overview of the response rates is presented in display 25.  
 
 
Display 25 Response on questionnaire 
Population Number of potential respondents Number of respondents 
 
Response rate 
Constellation branders invited:            79 40 51 % 
LinkedIn branders members: 27835 12 < 1 % 
Stand-ins invited:            20 13 65 % 
Witnesses  invited:            35 18 51 % 
 
 
Display 25 shows that the response rates differs a lot; from 65 % to less than 1 %.  
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5.2 Data-analysis 
This section explains the analysis of the collected data. Section 5.2.1 is about data preparation. 
Statistics on data are discussed in section 5.2.2. 
 
5.2.1 Preparation of the data 
The data of the first part of the questionnaires could be analysed by descriptive statistics without 
further preparation. Descriptive statistics is a medium for describing data in manageable forms 
(Babbie, 2010: 467). Data of the second part of the questionnaires was recoded: scores on answers 
were recoded to scores on change colours. The recoding-list used for this study is obtained from 
Imhof (2009) and is supplemented in appendix R. 
 
5.2.2 Statistics on the data 
The reliability of the change colour questions (part two of the questionnaires) was measured by the 
Cronbach’s alpha. Cronbach's alpha determines the internal consistency or average correlation of 
items in a survey instrument to gauge its reliability (Santos, 1999: 1). De Pelsmacker & Van Kenhove 
(2006: 200) argue Cronbach’s alfa is a number between zero and one and a Cronbach’s alfa between 
0.60 and 0.70 is a minimum limit53. Therefore, a Cronbach’s alpha ≥ 0.6 was employed as a norm of 
sufficient internal consistency in this study. This study performed per change colour a Cronbach’s 
alpha analysis on the questions. Questions that did not contribute to the concept of the change 
colour were not removed. 
 
T-tests were applied to test hypotheses 1 till 5. A T-test is a parametric test for the significance of 
differences between means (Asthana & Bhushan, 2007: 114). A mean is a measure of central 
tendency calculated by the arithmetic average of a set of scores calculated by summing the scores 
and then dividing the sum by the number of scores (Remenyi, et al., 2005: 284). This study tested 
whether a change colour mean of the constellation branders significant differed from those of the 
regular branders.  
 
One-sample T tests were applied to test hypotheses 6 till 20 (appendices J till L). A one-sample T test 
compares an expected value with a mean derived from the values of a single variable (Griffith, 2010: 
231).  
 
Correlation analyses were applied to test hypotheses 21 till 25 (appendix M). Correlation analysis 
measures the relationship between two items. The resulting value (called the correlation coefficient) 
shows in changes in one item will result in changes in the other item (Achelis, 2001: 109). 
 
Multiple regression was applied for finding patterns in data other than for the hypotheses. Multiple 
regression is a family of techniques that can be used to explore a relationship between one 
continuous dependent variable and a number of independent variables or predictors (usually 
continuous) (Pallant, 2010: 148).  
 
Multivariate analysis of variance (MANOVA) was applied for data mining. MANOVA is used when you 
want to compare your groups on a number of different, but related and dependent variables (Pallant, 
2010: 106). 
 
A significant result is one where there is a low probability that chance factors were responsible for 
any observed difference, correlation or association in the variables tested (Hill, 2001: 50). Hypothesis 
tests comes with various levels of significance and a 5% (0.05) level of significance is the usual choice 
(Koop, 2009: 79). Thus, this study took a significance level of ≤ 5% (≤ 0.05) as minimum norm of 
significance. Statistics were executed by software packages SPSS20 and MS Excel. 
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6. Results 
 
This chapter is about this study’s results. First, the general information of the responses is discussed 
(6.1). Second, the hypotheses results of the constellation branders versus the regular branders are 
presented (6.2). Third, hypotheses results of the constellation branders versus regular people are 
explained (6.3). Fourth, hypotheses results of stand-ins versus regular people are discussed (6.4). 
Fifth, the hypotheses results of the witnesses versus regular people are described (6.5). Sixth, 
hypotheses results of change colours and the perceived usefulness of branding constellations are 
clarified (6.6). Seventh, the hypotheses results are summarised (6.7). Eight, there is a description of 
the data mining results (6.8).The chapter closes with a conclusion (6.9).  
 
6.1 General information 
A total of 83 respondents filled out a questionnaire. A brief overview of the responses on the general 
part of the questionnaire is supplemented in appendix Q.  
The reliability of the change colour questions was measured by the Cronbach’s alpha (see display 26). 
As mentioned in section 5.2.2, this study uses a Cronbach’s alpha ≥ 0.6 as a norm of sufficient 
internal consistency.  
 
 
Display 26 Cronbach’s alpha of change colour questions 
 Yellow colour 
questions 
Blue colour 
questions 
Red colour 
questions 
Green colour 
questions 
White colour 
questions 
 
Cronbach’s alpha 0.6 0.8 0.3 0.6 0.7 
Sufficient (≥ 0.6) Yes  Yes  No  Yes  Yes 
 
 
Display 26 shows that yellow, blue, green and white colour questions score sufficient on internal 
consistency. Red colour questions score insufficient on internal consistency. Despite red colour 
questions score insufficient on internal consistency, no question was removed for the analysis and all 
question’s responses were taken into account. SPSS20-printouts of Cronbach’s alpha analysis on 
change colour questions are supplemented in appendix S1. 
Descriptive statistics were applied to find key characteristics about the studied populations. Key 
characteristics of studied populations are supplemented in appendix S2.  
 
6.2 Constellation branders versus regular branders 
T-tests were applied to test hypotheses 1 till 5 (appendix I). The results of these T-tests are presented 
in display 27. Unfortunately the hypotheses are not enumerated logically in the display. This could 
have changed, but then the change colours were not described in the sequence used in this study. 
The choice was made to maintain the sequence of the change colours. This is also the case for the 
displays of section 6.3 up to and including section 6.6. The SPSS20-printouts of applied T-tests are 
supplemented in appendix S3.  
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Display 27 T-test per change colour of constellation branders and regular branders 
 Yellow colour Blue colour Red colour Green colour  White colour 
 
Mean constellation branders 13.8 17.8 17.8 20.4 26.3 
Mean regular (LinkedIn) branders 15.5 19.5 18.7 20.7 21.7 
Score on significance (1-tailed) 0.16 0.18 0.29 0.45 0.03 
Significant (≥ 0.05) No No No No Yes 
Hypothesis 1-5: accepted or rejected 4: rejected 5: rejected 1: rejected 2: rejected 3: accepted 
 
 
Display 27 shows that hypothesis 3 is the only hypothesis that is accepted, indicating that 
constellation branders score significantly higher on white colour than regular branders.  
 
6.3 Constellation branders versus regular people 
One-sample T tests were applied to test hypotheses 6 till 10 (appendix J). The results of these one-
sample T tests are presented in display 28. The SPSS20-printouts of applied one-sample T tests are 
supplemented in appendix S4.  
 
 
Display 28 One-sample T test of constellation branders and standard average score 
 Yellow colour Blue colour Red colour Green colour  White colour 
 
Standard average score 15 15 22 20 24 
Mean constellation branders 13.8 17.8 17.8 20.4 26.3 
Score on significance (1-tailed) 0.07 0.03 0.00 0.34 0.03 
Significant (≥ 0.05) No Yes Yes No Yes 
Hypothesis 6-10: accepted or rejected 9: rejected 10: rejected 6: rejected 7: rejected 8: accepted 
 
 
Display 28 shows that hypothesis 8 is the only hypothesis that is accepted, indicating that 
constellation branders score significantly higher on white colour than regular people (the standard 
average score). Despite of their significance, hypotheses 6 and 10 are rejected, because the results 
are opposite as expected: constellation branders score significantly higher on blue colour and lower 
on red colour than regular people rather than the other way around.  
 
6.4 Stand-ins versus regular people 
One-sample T tests were applied to test hypotheses 11 till 15 (appendix K). The results of these one-
sample T tests are presented in display 29. The SPSS20-printouts of the one-sample T tests are 
supplemented in appendix S4.  
 
 
Display 29 One-sample T test of stand-ins and standard average score 
 Yellow colour Blue colour Red colour Green 
colour  
White colour 
 
Standard average score 15 15 22 20 24 
Mean stand-ins 15.1 18.8 20.4 17.2 24,6 
Score on significance (1-tailed) 0.48 0.06 0.08 0.10 0.39 
Significant (≥ 0.05) No No No No No 
Hypothesis 11-15: accepted or rejected 14: rejected 15: rejected 11: rejected 12: rejected 13: rejected 
 
 
Display 29 shows that hypotheses 11 till 15 are rejected. 
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6.5 Witnesses versus regular people 
One-sample T tests were applied to test hypotheses 16 till 20 (appendix L). The results of these one-
sample T tests are presented in display 30. The SPSS20-printouts of the one-sample T tests are 
supplemented in appendix S4.  
 
 
Display 30 One-sample T test of witnesses and standard average score 
 Yellow colour Blue colour Red colour Green colour  White colour 
 
Standard average score 15 15 22 20 24 
Mean witnesses 16.7 16.0 19.1 20.1 24,2 
Score on significance (1-tailed) 0.23 0.31 0.04 0.49 0.47 
Significant (≥ 0.05) No No Yes No No 
Hypothesis 16-20: accepted or rejected 19: rejected 20: rejected 16: rejected 17: rejected 18: rejected 
 
 
Display 30 shows that hypotheses 16 till 20 are rejected. Despite of the significance, hyposthesis 16 is 
rejected, because the result is opposite as expected: witnesses score significantly lower on red colour 
than regular people (standard average score) rather than the other way around. 
 
6.6 Change colours and the perceived usefulness 
Correlation analyses were applied to test hypotheses 21 till 25 (appendix M). The results of the 
correlation analyses are presented in display 31. The SPSS20 printouts of the correlation analyses are 
supplemented in appendix S5. 
 
 
Display 31 Correlation analysis of change colours with the perceived usefulness 
Change colour Yellow 
colour 
 
Blue colour Red colour Green 
colour 
White 
colour 
Correlation with the perceived usefulness -0.13 -0.10 +0.08 +0.04 +0.12 
Score on significance (1-tailed) 0.22 0.27 0.31 0.41 0.23 
Significant (≥ 0.05) No No No No No 
Hypothesis 21-25: accepted or rejected 24: rejected 25: rejected 21: rejected 22: rejected 23: rejected 
 
 
Display 31 shows that all reported correlations are insignificant. Thus, hypotheses 21 till 25 are 
rejected. 
 
6.7 Results hypotheses 
Hypotheses accepted and rejected are summarised in display 32.  
 
 
Display 32 Overview hypotheses accepted and rejected 
 Number of hypothesis 
Hypothesis accepted 3, 8 
Hypothesis rejected 1, 2, 4, 5, 6, 7, 9, 10, 11, 12, 13, 14, 15, 16, 17, 18, 19, 20, 21, 22, 23, 24, 25 
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Display 32 shows that two of the twenty five hypotheses are accepted:  
1. Hypothesis 3: Constellation branders are more white coloured than regular branders. 
2. Hypothesis 8 is: Constellation branders are more white coloured than regular people  
 
The two accepted hypotheses are only about white colour. White colour, with high scores on holistic 
perspective (see section 4.2.3) proves to be prominent in the connection between change colour 
theory and branding constellations.  
Hypotheses 1 till 25 are supplemented in appendix I-M. 
 
6.8 Data mining 
Data mining is concerned with finding patterns in data (Dzeroski & Lavrač, 2001: 3). Next to the 
accepted hypotheses, other study results were found within the data and these are described below. 
First, data mining on rejected hypotheses is discussed (6.8.1). Data mining on constellation branders, 
regular branders and variables with change colours are debated in sections 6.8.2-6.8.4. 
 
6.8.1 Data mining on rejected hypotheses 
Hypothesis 6, constellation branders are more red coloured than regular people, was rejected. The 
hypothesis had to be rejected because the result was, however significant, opposite as expected. The 
constellation branders proved to be les red coloured than regular people (see section 6.3).  
Hypothesis 10, constellation branders are less blue coloured than regular people, was also rejected. 
The hypothesis had to be rejected because the result was, however significant, opposite as expected. 
The constellation branders proved to be more blue coloured than regular people (see section 6.3).  
Hypothesis 16, witnesses are more red coloured than regular people, was also rejected. The 
hypothesis had to be rejected because the result was, however significant, opposite as expected. The 
witnesses proved to be less red coloured than regular people (see section 6.5).  
 
6.8.2 Data mining on constellation branders 
Multiple regression was applied with dependent variable the perceived usefulness of branding 
constellations and independent variables gender, age, education, organisational size, yellow colour, 
blue colour, red colour, green colour and white colour. Multiple regression yielded that of the 
studied variables, education is the only significant variable for the perceived usefulness. Education 
predicts for 12,7% the variance of the perceived usefulness of branding constellations. Screen prints 
of multiple regression in MS Excel are supplemented in appendix S6.  
 
6.8.3 Data mining on regular branders 
A one-sample T test of the studied populations shows that regular branders are significantly more 
blue coloured than regular people (appendix S4). Further it shows that regular branders are 
significantly less red coloured than regular people (also appendix S4).  
 
6.8.4 Data mining on variables with change colours 
MANOVA were applied with variables on change colours. For each variable (gender, age, education, 
organisational size) an apart MANOVA was applied with data of all studied populations. Results are 
presented in display 33. SPSS20-printouts of MANOVA are supplemented in appendix S7.  
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Display 33 Results of applied MANOVA 
Variable Result 
 
Gender Male and female respondents don’t differ significantly in their change colours composition 
Age Respondents are distributed to three age-categories. These three age-categories don’t differ 
significantly in their change colours composition  
Education Respondents with different education don’t differ significantly in their change colours composition 
Organisational 
size 
Respondents indicating their organisational size are distributed to three organisational size-categories. 
These three organisational size-categories don’t differ significantly in their change colours composition.  
 
 
Display 33 shows that differences in gender, age, education and organisational size don’t indicate 
differences in change colours composition.  
 
6.9 Overall results 
All significant results of hypotheses and data mining are presented in display 34. 
 
 
Display 34 All significant results of hypotheses and data mining 
Topic  Significant hypothesis or significant data mining result 
 
Blue colour Constellation branders are more blue coloured than regular people 
Regular branders are more blue coloured than regular people 
Red colour Constellation branders are less red coloured than regular people 
Regular branders are less red coloured than regular people 
Witnesses are less red coloured that regular people 
White colour Constellation branders are more white coloured than regular branders 
Constellation branders are more white coloured than regular people  
The perceived usefulness of 
branding constellations 
Education predicts for 12.7% the variance in the perceived usefulness of branding 
constellations. 
 
 
Display 34 shows that both constellation branders and regular branders are more blue coloured than 
regular people. Constellation branders, regular branders and witnesses are less red coloured than 
regular people. Constellation branders are more white coloured than regular branders and regular 
people. Education predicts for 12.7% the variance in the perceived usefulness of branding 
constellations.  
Striking is the absence of significant hypotheses and data mining results regarding yellow and green 
colour.  
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7. Evaluation  
 
Chapter 7 evaluates this study. First, this study’s conclusion is described (7.1). Second, this study’s 
reliability is discussed (7.2). Third, there is a discussion about the validity of this study (7.3). Fourth, 
the theoretical (7.4) and pratical relevance (7.5) are discussed. Finally, there is an epilogue (7.6). 
 
 
7.1 Conclusion 
This section discusses hypotheses and data mining conclusions with regard to the initial theory 
propositions. The section closes with the new theory.  
The initial theory propositions, discussed in section 4.2.3, are presented again in display 35. 
 
 
Display 35 The initial theory propositions 
 Yellow colour Blue colour  Red colour Green colour  White colour 
 
Initial theory propositions 
about connection between 
change colours and branding 
constellations 
 
Very negative 
connection 
 
(-2) 
 
Very negative 
connection  
 
(-2) 
 
Very positive 
connection 
 
(+2) 
 
Moderately 
positive 
connection 
(+1) 
 
Very positive 
connection 
 
(+2) 
 
 
The testing of the hypotheses resulted in two significant hypotheses (see section 6.7): 
1. Constellation branders are more white coloured than regular branders 
2. Constellation branders are more white coloured than regular people 
 
Data mining resulted in six significant results (see section 6.9): 
1. Constellation branders are more blue coloured than regular people 
2. Regular branders are more blue coloured than regular people 
3. Constellation branders are less red coloured than regular people 
4. Regular branders are less red coloured than regular people 
5. Witnesses are less red coloured that regular people 
6. Education predicts for 12.7% the variance in the perceived usefulness of branding 
constellations. 
 
From the significant hypotheses and data mining results, those relevant for the new theory are 
selected. These selected significant hypotheses and data mining results are presented in display 36. 
 
 
Display 36 Significant hypotheses and data mining results relevant for the new theory 
Topic  Significant hypotheses and data mining results 
 
Hypotheses 1. Constellation branders are more white coloured than regular branders 
2. Constellation branders are more white coloured than regular people  
Data mining 3. Constellation branders are more blue coloured than regular people 
4. Constellation branders are less red coloured than regular people 
5. Witnesses are less red coloured that regular people 
 
 
The significant hypotheses and data mining results are the new theory, as a theory is a network of 
hypotheses (see chapter 4).The new theory is visualid in display 37.  
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Display 37 New theory about connection between change colours and branding constellations 
 
Constellation branders are more white coloured than regular branders and regular people. Constellation branders are 
more blue coloured than regular people. Constellation branders are less red coloured than regular people and 
witnesses are less red coloured than regular people. 
 
 
 
Display 37 shows the new theory about connection between change colours and branding 
constellations. Striking, the new theory states nothing about yellow and green colour.  
 
7.2 Reliability 
Reliability is demonstrating that the operations of a study, such as data collection procedures, can be 
repeated with the same results (Yin, 2009: 40). This section discusses the reliability of the data 
collection (7.2.1), the reliability of the change colour questions (7.2.2), the reliability of the facilitator 
(7.2.3), the interrater reliability (7.2.4) and the reliability of the statistics (7.2.5). 
 
7.2.1 Reliability data collection 
Two respondents gave the feedback that it wasn’t clear that the change colour questions were about 
their own change assumptions. They were confused whether to answer about their latest change 
experience or how change processes generally are going. One respondent commented that it should 
be better to make answer categories for the question about organisational size (the number of fte in 
an organisation). She argued that people don’t know the exact number of fte but they know roughly 
the number of fte. A classification of number categories, for instance 1-20 fte, 21-40 fte, etc., would 
be better, according to her. Performing the questionnaire gave technical trouble to some 
respondents. One reported complaint was that respondents couldn’t finish the questionnaire. 
Investigations resulted in the following cause. Respondents sometimes didn’t distribute a point to an 
answer. The technical system, however, required in that case an answer filled with zero. When the 
respondents didn’t fill with zero the technical system couldn’t finish. The respondents should have 
been instructed better about this issue. In the reminder email the potential respondents were 
instructed about this issue.  
One respondent commented that the question about the number of participated branding 
constellations wasn’t clear. The respondent wondered whether this question related to the number 
of branding constellations within the branding theme or all the systems constellations he 
participated in his life. 
It’s can’t be guaranteed that above doubts and troubles with performing the questionnaire didn’t 
influence the response and thereby the collected data. Related to above mentioned definition of 
reliability, this is important to appoint. However, overall it does not seems that a repetition would 
lead to different results. Thus, overall the data collection seems reliable.  
 
7.2.2 Reliability change colour questions 
The reliability of the change colour questions was measured by the Cronbach’s alpha. SPSS20-
printouts of Cronbach’s alpha analyses are suppelemented in appendix S1. Cronbach's alpha 
determines the internal consistency or average correlation of items in a survey instrument to gauge 
its reliability (Santos, 1999: 1). Usually questions that don’t contribute to a concept are removed till 
Cronbach’s alfa scores sufficient. In this study no red colour questions were removed to get a 
sufficient Cronbach’s alfa score. This has a reason. Each change colour question has five answer 
possibilities to distribute points. Removing one of the answer possibilities of the question has 
consequences for the whole question and therefore on scores of the other change colours. Thus, this 
study continued statistics with red colour questions that not proved to be enough reliable. 
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This study uses a Cronbach’s alpha ≥ 0.6 sufficient for internal consistency of the change colour 
questions. Other publications describe different norms for internal consistency. Kent (2001: 221), for 
example, describes that different authors advocate different minimum norms of internal consistency 
varying from a minimum Cronbach’s alpha of 0.5 to a minimum Cronbach’s alpha of 0.9. Using 
different minimum norms of Cronbach’s alpha will result in different findings on change colour 
questions reliability. This study’s choice for Cronbach’s alpha ≥ 0.6 has consequences for the degree 
it approve the change colour questions reliable. In the context of the reliability of the change colour 
questions this is important to appoint. When this study would use a Cronbach’s alpha ≥ 0.3 the red 
colour questions would score sufficient on reliability. With a Cronbach’s alpha ≥ 0.8 only blue colour 
questions would have scored sufficient on reliability. 
 
7.2.3 Reliability facilitator 
Meines (2010) refers to researcher bias54: the researcher’s or facilitator’s own assumptions can 
influence the research and the results (Meines, 2010: 78)55. Next to this, unknown and not studied in 
this study, is the facilitator’s role and possible influence in attracting constellation branders, stand-ins 
and witnesses. Attracts for example a blue facilitator maybe constellation branders, stand-ins and 
witnesses with proportionally high scores on blue colour? When a facilitator might influence the 
composition of populations constellation branders, stand-ins and witnesses, this of course influence 
the study’s results. Criticism on this study is that the relationship between facilitator’s scores on 
change colours and those of the constellation branders, stand-ins and witnesses wasn’t studied. 
When there is a situation that facilitator’s change colour composition effects those of the 
constellation branders, stand-ins and witnesses, this of course has consequences for: repeating a 
study must give the same results.  
Branding constellations studied for this study were facilitated by two facilitators. One of the 
facilitators has blue colour dominance and the other one has white colour dominance.  
 
7.2.4 Interrater reliability 
After Meines (2011) interrater reliability will be discussed. Interrater reliability is the degree to which 
two or more researchers code information in the same manner (Meines, 2011: 78)56. Interrater 
reliability is important for the whole study, but is especially relevant for section 4.2.1 and appendices 
E and G. Section 4.2.1 gives change colour theory publications scores on holistic perspective and 
emotional approach. Therefore these publications were searched on different stem terms. If a 
description consisted of several sentences which were substantive similar, the sentence that was 
most close to the notion explored, was scored. It might be clear that the assessment whether a 
sentence is most close to the notion explored, is very sensitive for interpretation of the researcher. 
The content of appendix E and G was obtained from the abstract, introduction, summary, discussion 
and/or conclusion of a publication and also this process is sensitive for interpretation of the 
researcher. This study’s interretar reliability could have improved when a structured method of text 
mining was used. Text mining is the process of analysing text to extract information that is useful for 
particular purposes (Witten, 2010 : 1). Other methods of text mining are available for future studies, 
like Francis (2006) and Römer & Wulff (2010).  
 
7.2.5 Reliability of the statistics 
Applying statistics sometimes raise questions about which statistic technique has to be used. 
Especially when the operations of statistics cannot be repeated with the same results. The aim of 
hypotheses 1 till 5 was to research whether a population constellation branders differs in change 
colour composition of a population regular branders. Regarding their aim, hypotheses 1 till 5 could 
have been replaced by one hypothesis, like: constellation branders score significant different of 
regular branders on change colours. In that case the Multivariate analysis of variance (MANOVA) had 
to be applied. Multivariate analysis of variance (MANOVA) is used when you want to compare your 
groups on a number of different, but related, dependent, variables (Pallant, 2010: 106). The result of 
the applied MANOVA would have been different of the results of the applied five single T-tests.  
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The MANOVA resulted that the two populations didn’t differ significantly (see appendix S7 for 
SPSS20-printout). Applied T-tests on hypotheses 1 till 5 yielded that the two populations differ 
significantly in their composition of white colour. Elly Jannink, instructor and course developer of the 
RUG, advised to use MANOVA, based on the composition of the data. But the formulation of the five 
hypotheses required the application of five T-tests.  
 
7.3. Validity 
After Meines (2011: 66) validity is discussed by construct validity and external validity57. Construct 
validity is identifying correct operational measures for the concepts being studied (Yin, 2009: 40). 
This section discusses construct validity regular branders (7.3.1), construct validity regular people 
(7.3.2), construct validity change colour theory (7.3.3), construct validity branding constellations 
(7.3.4) and construct validity new theory (7.3.5). External validity is defining the domain to which a 
study’s findings can be generalised (Yin, 2009: 40). External validity to the systems constellation 
domain (7.3.6) and external validity to the population domain (7.3.7) are discussed. 
 
7.3.1 Construct validity of regular branders 
This study operationalised regular branders by LinkedIn branders and implicitly stated that LinkedIn 
branders are regular branders. It is the question whether LinkedIn branders represent regular 
branders or are a sub population in the population regular branders as well. Next to this, LinkedIn 
branders were attracted to participate this study. Why they were attracted? It is possible that 
LinkedIn branders who were attracted to participate a change colours study, are also a sub-
population, with certain characteristics, within the population LinkedIn branders. In general; what 
includes the term regular brander? This study neglected this question.  
 
7.3.2 Construct validity of regular people 
This study operationalised regular people by the standard average scores. This standard average 
scores, together with standard dominant scores and standard allergy scores were obtained from 
Leon de Caluwé, co-founder of the change colour theory. The standard average scores and standard 
dominant scores and standard allergy scores per change colour are supplemented in appendix H.  
The standard average scores on change colours are based on many years of scientific research by 
TwynstraGudde. Unknown is the composition of their population respondents. Are these mainly 
consultants, managers or maybe working class? Are these people performing or undergoing change 
(see section 3.4)? Are respondents Dutch citizens or did respondents of other countries also 
participated their research? Imhof (2009: 31) found in her population of a Dutch tax service 
department an average score on blue colour of 25.2 and this study found average scores on blue 
colour of 17.8 (constellation branders), 19.5 (LinkedIn branders), 18.8 (stand-ins) and 16.6 
(witnesses). The average score on blue colour of Imhof and this study differ at least 6.4 points. With 
five points higher or lower than the standard average score on a change colour, there is change 
colour dominance or change colour allergy, according to De Caluwé (see appendix H). The different 
findings of Imhof (2009) and this study show that different populations can have different average 
scores on change colours. It shows the importance to know the population’s composition for making 
a comparison with another population. The composition of TwynstraGudde’s respondents is 
unknown and therefore the concept of standard average scores has to be considered carefully. This 
has to do with the construct validity of regular people.  
 
The standard average scores are: white colour 15 points, blue colour 15 points, red colour 22 points, 
green colour 20 points and white colour 24 points (see appendix H). Without knowing the standard 
average scores, it seems self-evident that an average respondent scores the same on all the five 
change colours. It would be expected that the standard average scores are 96 points dividing by five 
change colours: nineteen points for each change colour. But this is not the case. Contrary to the 
standard average scores, the standard dominant scores and standard allergy scores all differ five 
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points of the standard average scores (see appendix H). These standard dominant scores and 
standard allergy scores seem randomly chosen and not based on any statistic findings, this in 
contradiction to the standard average scores. Change colour dominance can be determined in a 
different way. For example Van Nistelrooij, De Caluwé & Schouten (2007: 247) used 25 or 30% of the 
96 points as a norm of change colour dominance58. When the standard average scores were nineteen 
points, this study’s finding would be different. For example the constellation branders mean on 
yellow colour was 13.8 points. With such a yellow colour score it would plausible that constellation 
branders score significant lower than the standard average score (19 points) and therefore would be 
less yellow than regular people. In the context of the regular people construct validity this is 
important to appoint.  
 
The standard average score is based on the change colour questionnaire. The change colour 
questionnaire requires a respondent to distribute 96 points about five change colours. This suggests 
that all respondents have something as the same level of change assumption and it may be 
questioned whether this is a true assumption. For example on an intelligence test, a respondent can 
score a wide range of points: a person can be more or less intelligent. It isn’t clear why a person can’t 
have more or less change assumption. Following on the fixed 96 points of the questionnaire, the 
standard average scores counted together are also always a fixed 96 points. So, the implicit 
assumption is that regular people always have the same level of change assumption.  
 
7.3.3 Construct validity of the change colour theory 
The connection between change colour theory and branding constellations is operationalised by 
analysing the change colours on the holistic versus reductionist perspective and emotional versus 
rational approach (the two dimension of problem identification techniques). Analysing a meta 
theory, like the change colour theory, on just two dimensions ofcourse detracts the variety and 
complexity of the theory. What about power (especially yellow colour), learning (especially green 
colour), interventions, assumptions and change colour congruence? These and more topics are 
discussed in change colour theory publications and are not included in this study. So the change 
colour theory was analysed by the two dimensions and became virtually “the change colour theory 
by two dimensions”. Strictly, this study’s conclusion concerns the connection between “the change 
colour theory by the two dimensions” and branding constellations. This is important to appoint with 
the definition of construct validity in mind. 
 
7.3.4 Construct validity of branding constellations 
Jurg (2010: 30) about two dimensions of problem identification techniques, describes a holistic 
versus a reductionist perspective and an emotional versus a rational approach. According to Jurg 
(2010: 8-9) branding constellations differ from other problem identification techniques by their 
combination of a holistic perspective and an emotional approach. It may be questioned whether the 
contradiction between holistic and reductionist and also emotional versus rational is not just a 
conceptual difference. Looijen (1998: 233) states that holism and reductionism should be seen as 
mutually dependant and co-operating research programmes instead of incompatible views of nature 
or of the relationship between sciences. As for the remaining elements of both doctrines, he argued 
that none of the major tenets of holism, the emergence thesis, the need to study wholes 
phenomenologically, and the need for functional explanations in biology, actually conflicts with the 
major claim of reductionism (Looijen, 1998: 233). Hamburg (1999: 57) states: emotions above an 
autonomous level are, in contradiction to instincts, always involved in thoughts and always have a 
cognitive and steering component59. Further he states: emotions are far more under control of the 
intellect, than we regular think60 (Hamburg, 1999: 57). There is dualism but also antagonism between 
ratio and emotion61 (Hamburg, 1999: 58). Many emotions grow under umbrella of the ratio and all 
these emotions are at the same time essential for the rationality of our decisions62 (Hamburg, 1999: 
68).  
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It can be argued that holism and reductionism are far more dependent and interwoven than the 
holistic versus reductionist perspective suggest. Also emotions and ratio are far more dependent and 
interwoven than the emotional versus rational approach suggest. For the categorisation of problem 
identification techniques in marketing, the contradiction of holistic versus reductionist and emotional 
versus rational is very meaningful. At the same time it is important to understand that these 
contradictions in reality are artificial. Furher, it can be questioned whether these contradictions are 
correct to study change colours. This is especially important for red colour. The contradiction of 
emotional versus rational proved to be a theoretical problem for red colour (see subsection 7.2.2). 
Otherwise red colour produced the most significant conclusions.  
 
7.3.5 Construct validity new theory 
This study built a new theory. What is a theory and when is it a good theory? This study defined a 
theory as a network of hypotheses, a coherent system of statements about a phenomenon 
(Schreuder Peters, 2012: 71)63and in this study it refers to the connection between change colours 
and branding constellations. But other publications use different definitions for a theory. 
Wacker (1998: 365) describes the virtues of a good theory and these are: uniqueness, conservatism, 
generalizability, fecundity, theory parsimony, internal consistency, empirical riskiness and abstraction 
(see appendix V). The new theory compared with the virtues of a good theory resulted in a score of 
good (+) (see appendix W). The new theory could have improved when the virtues of a good theory 
were used, when building the new theory.  
 
A paradigm is a general perspective or way of thinking that reflects fundamental beliefs and 
assumptions about the nature of organisations (Gioia & Pitre, 1990: 585) Gioia & Pitre (1990) 
describe four paradigms for theory building. These are interpretivist paradigm, radical humanist 
paradigm, radical structuralist paradigm and functionalist paradigm (Gioia & Pitre, 1990: 588-591). A 
brief overview of features of these four paradigms are supplemented in appendix X. The four 
paradigms are positioned on two axes; the axis subjective versus objective and the axis radical 
change versus regulation(see appendix X). Multiparadigm approaches to theory building can 
generate more complete knowledge than can any single paradigmatic perspective (Gioia & Pitre, 
1990: 599). While this study shows the most features of the functionalist paradigm and some of the 
interpretivist paradigm, the new theory could have improved by using more different paradigms of 
theory building.  
 
The initial theoretical propositions of this study were based on theoretical findings. The hypotheses 
results destroyed most of the initial theory propositions: just one of the five propositions was 
confirmed. When there is such a gap between theoretical propositions of an initial theory and the 
measured reality of the initial theory, is it than correct to state that the measeured reality is a new 
theory? Especially when the measured reality is based on a total of only 83 respondents? Further 
research with a higher number of respondents therefore is recommendated.  
 
Summarising, construct validity of the new theory could have improved when virtues of a good 
theory and different paradigms of theory building were included in the early stage of this study. The 
differences in theoretical propositions and measured reality is a weak point in the construct validity 
of this study’s new theory.  
 
7.3.6 External validity of the systems constellations domain 
There are variants of systems constellations, other than branding constellations, like intervention 
constellations (Meines, 2011: 77), innovation constellations (Jongsma, 2011: 4), organisational 
constellations (Birkenkrahe, 2009: 5) and family constellations (Birkenkrahe, 2009: 5). It is interesting 
to discuss whether this study’s conclusions on branding constellations can be generalised to other 
types of systems constellations. It is plausible that the other types of systems constellations are also 
involved with change and therefore this study’s conclusions are relevant.  
Branding constellations connected to blue and white colour 
 
 
 
    48 
Yin (2009: 43) states that survey research relies on statistical generalisation, whereas case studies 
rely on analytic generalisation. The population constellation branders was involved in many different 
branding constellations and statistical generalisation was applied. The population stand-ins and 
witnesses was involved in just two branding constellations, but due to the number of respondents 
statistical generalisation was applied. Especially, generalisation of stand-ins and witnesses 
conclusions, because of the two branding constellations (two cases), has to be done with care.  
However, as other types of systems constellations are also holistic and emotional and the execution 
procedure is broadly similar, this study’s conclusion might be generalised to other types of systems 
constellations. 
 
7.3.7 External validity of the population domain 
Characteristics (gender, age, education) of the studied populations are supplemented in appendix S2. 
Gender and age are reasonable in balance, but the studied populations mainly existed of high 
educated people. Is this a problem for the degree this study’s conclusions can be generalised? When 
this study would have studied intelligence, it is obvious that conclusions regarding intelligence 
couldn’t be generalised to other populations. But this study studied change colours and branding 
constellations. None of the change colour theory publications and branding constellation 
publications suggest a relationship of education with change colours and education with branding 
constellations. When remembering studied populations existed mainly of high educated people, this 
study’s conclusions can be generalised to other populations.  
 
This study studied Dutch people. To what extent this study’s conclusions can be generalised to 
populations with another nationalities in unclear. De Caluwé & Vermaak (2006: 399) state that the 
change colour theory can be applied in different countries. But they and no other change colour 
theory publication discuss change colour data of different countries. Steer, Sanchez-Runde & Nardon 
(2010) discusses models of cultural dimensions and one of them is theTrompenaars cultural 
dimensions model. One cultural dimension of the Trompenaars cultural dimensions model is neutral 
versus affective. This cultural dimension is about the extent to which people are free to express their 
emotions in public Steer, Sanchez-Runde & Nardon (2010: 414). Another model is Globe project’s 
cultural dimensions. One of their cultural dimensions is uncertainty avoidance. Uncertainty 
avoidance is the extent to which people rely on norms, rules and procedures to reduce the 
unpredictability of future events Steer, Sanchez-Runde & Nardon (2010: 416). It might be clear that 
expressing emotions in public has to do a lot with red colour; the change colour where emotion is the 
main driver, according to Maes (2011: 70)64. It also might be clear that uncertainty avoidance has to 
do a lot with blue colour. With blue colour, all steps are planned down to the last detail and the 
control over the result as well as the path to be taken is kept well under control (De Caluwé & 
Vermaak, 2002: 3). Altogether it seems that scores on change colours will differ across countries with 
different national cultures. Blind generalising this study’s conclusions to other countries than the 
Netherlands is troublesome. Before generalising this study’s conclusions to other countries it is 
important to analyse the differences in national culture.  
 
The studied population exists of 83 respondents: 40 constellation branders, twelve LinkedIn 
branders, thirteen stand-ins and eighteen witnesses. Is this number of respondents enough to make 
reliable statements about the populations? Is for example the number of twelve LinkedIn branders 
(LinkedIn branders were operationalization of regular branders) enough to make reliable statements 
about regular branders?  
 
Summarising, populations composition seems not an obstacle for generalising this study’s 
conclusions to populations in the Netherlands. But generalising this study’s conclusions to other 
countries has to be done with caution.  
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7.4 Theoretical relevance 
This study’s theoretical relevance is discussed by theoretical relevance change colour theory (7.4.1), 
theoretical relevance branding constellation(7.4.2) and theoretical relevance connection change and 
branding (7.4.3).  
 
7.4.1 Theoretical relevance for change colour theory 
Vansina & Schruijer (2004: 13) state that the accountability of change theories operationalisation is 
missing in the change colours65. Also they criticise the absence of reviews which compare the 
different authors. By these defects, replicability and verifiability of the findings is weak (Vansina & 
Schruijer, 2004: 13)66. By discussing the change colours on the holistic versus reductionist perspective 
and emotional versus rational approach, this study contributes to replicability and verifiability of the 
change colours.  
 
No change colour theory publication found significant effects of gender, age, education and 
organisational size on change colour composition. Section 6.8.4 concludes that differences in gender, 
age, education and organisational size don’t indicate differences in change colours composition. In 
other words gender, age, education and organisational size don’t seem to affect the change colours 
of respondents. When gender, age, education and organisational size doesn’t effect a respondent’s 
change colour, this enhance the theory that respondent’s change colours are determined by 
respondent’s change assumptions. 
 
This study found a Cronbach’s alpha of 0.3 for red colour questions and that is below the minimum of 
≥ 0.6 this study takes. Imhof (2009: 27) also found Cronbach’s alpha scores on change colours. 
Together with other results of this study, they are presented in display 38.  
 
 
Display 38 Results regarding change colours 
 Yellow 
colour 
Blue 
colour 
Red 
colour 
Green 
colour 
White 
colour 
 
This study’s Cronbach’s alpha for change colour questions 0.6 0.8 0.3 0.6 0.7 
Imhof’s (2009: 27) Cronbach’s alpha for change colour questions 0.3 0.8 0.5 0.7 0.7 
Number of change colour theory publications with connection 
holistic or emotional (see section 4.2.1) 
-1 -15 +4 +1 +8 
Number of significant hypotheses and data mining results (see 
section 7.1) 
0 
 
2 3 0 2 
 
 
Display 38 shows a mixed picture. Blue and white colour both have a sufficient Cronbach’s alpha in 
the two studies. Both change colours have a high number of change colour theory publications which 
indicate the connection with holistic or emotional. In addition, blue and white colour, each have two 
significant results. Blue and white colour therefore seem to be strong concepts. A concept is an 
unambiguous, sometimes abstract, internal representation that defines a meaningful grouping or 
categorisation of living and non-living objects, events such as experiences and thoughts (Zaltman, 
2003: XIX). 
Yellow colour Cronbach’s alpha’s are not steady sufficient in the two studies. Also, just one change 
colour theory publication indicate the connection with holistic or emotional. This study found no 
significant conclusion related to yellow colour. Red colour Cronbach’s alpha’s are insufficient in the 
two studies. Four change colour theory publications indicate the connection with holistic or 
emotional. This number of four publications hides a more differentiated picture (see section 4.2.1) , 
which will be discussed further on.  
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This study found three significant conclusions related to red colour. Green colour Cronbach’s alpha’s 
in the two studies are sufficient. But just one change colour theory publication indicate the 
connection with holistic or emotional. This study found no significant conclusion related to green 
colour. Yellow, red and green colour therefore do not seem to be strong concepts. 
 
As described here for the number of four change colour theory publications indicating the 
connection of red colour with emotional approach, hides a more differentiated picture. Six change 
colour theory publications indicate a positive connection between red colour and the emotional 
approach and two a negative connection (see section 4.2.3). Further, it is remarkable that authors 
that indicate a positive connection between red colour and emotional approach, appoint in the same 
publications red colour interventions that are not just only emotional interventions, but are at least 
partial rational interventions. Reward systems, managing mobility and diversity, triple ladder (De 
Caluwé & Vermaak, 2002: 11), career paths, assessments, recruitments, outplacement and work 
design (De Caluwé & Vermaak, 2004: 12) are examples of red colour interventions with a partial  
rational approach. So, change colour theory publications in themselves give different substantive 
signals whether red colour connects with the emotional or rational approach.  
 
Above findings suggest two groups of change colours; a group change colours seemingly strong 
concepts (blue and white colour) and a group of change colours that do not seem strong concepts 
(yellow, red and green colour). There are change colour theory publications who advocate grouping 
of change colours. Van der Sluis, De Caluwé & Van Nistelrooij (2007: 12) make three groups of 
change colours and argue that yellow and blue colour belongs on the left hand side, red and green 
colour in the middle and white colour at the right hand side67. Van Nistelrooij & Ten Ham (2006; 21) 
suggest two management prophiles: one rational and strategic management prophile with yellow 
and blue colour and a subjective and development orientated management prophile with red, green 
and white colour. Homan (2009: 53) positions the five change colours in an axes system with two 
axes: planned versus spontaneous and mono-vocal versus poly-vocal68 (see appendix U). Yellow, blue 
and red colour are on the left side of the axes system; the planned and directed side. Green and 
white colour are on the right side of the axes system: the spontaneous side69. This study’s findings of 
the two groups of change colours, complements other change colour theory publications findings 
concerning grouping of change colours. This study leaves no doubt about conceptual strength of blue 
and white colour, this in contradiction to yellow, red and green colour.  
 
Branding constellations are a new application of systems constellations (Jurg, 2010: 18), and systems 
constellations are white colour interventions on the individual level (De Caluwé & Vermaak, 2006: 
291-305). This study found a moderately positive connection (+ 1) between blue colour and branding 
constellations, a very negative connection (-2) between red colour and branding constellations and a 
very positive connection (+2) between white colour and branding constellations. In addition to the 
change colour theory this study suggest systems constellations is not only a white colour intervention 
on the individual level but is also a blue colour intervention. Systems constellations are good 
techniques for change agents with high scores on blue or white colour. 
 
This study’s Cronbach’s alpha of red colour questions was 0.302. An initial recommendation for 
improving the reliability of red colour answers is presented in appendix T. Five questions with the 
highest number on Cronbach’s alpha if item deleted were detected. Subsequent a description of the 
possible problem and a suggestion to improvement of the answers is given. The Cronbach’s alpha 
analyses on the change colours provides other researchers the ability to improve the change colour 
questionnaire further.  
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7.4.2 Theoretical relevance for branding constellations 
This study found both constellation branders and regular branders more blue coloured than regular 
people. Blue colour is change from a rational design perspective (Van der Sluis, Van Nistelrooij & De 
Caluwé, 2006: 2). Rational is the opposite of emotional (Jurg, 2010: 30)70. Constellation branders, 
regular branders and witnesses turned out to be les red coloured than regular people. Maes (2011: 
70) considers emotion the main driver of red colour71. So constellation branders and regular branders 
are more blue coloured (more rational) that regular people and constellation branders, regular 
branders and witnesses are less red coloured (less emotional) than regular people. Jurg (2010: 168-
169) describes problem identification techniques in branding (see display 39). 
 
 
Display 39 Problem identification techniques in branding (Jurg, 2010: 169)  
Approach/Perspective Holistic perspective Reductionist perspective 
Emotional approach Branding constellations Brainstorming, psychodrama,  projections and ZMET 
Rational approach Cognitive mapping  and SSM Lateral marketing. 
 
 
Display 39 shows problem identification techniques in branding. Branding constellations are holistic 
and emotional (Jurg, 2010: 169). Based on hypotheses and data mining conclusion it may be 
questioned whether branding constellations are the best problem identification technique for 
branders. Constellation branders proved to be more white coloured than regular people and white 
colour is the colour of holism72 (De Caluwé & Vermaak, 2006: 394). A problem identification 
technique in the holistic perspective therefore is appropriate for branders. Constellation branders 
and regular branders proved to be more rational than regular people. Constellation branders, regular 
branders and witnesses proved to be less emotional than regular people. A problem identification 
technique in the rational approach and not in the emotional approach therefore seems more 
appropriate. Cognitive mapping and SSM, both holistic and rational, seem better problem 
identification techniques for branders.  
 
Another explanation could be that the contradiction emotional versus rational (Jurg, 2010: 30)73 is 
not a difference in reality but is just a conceptual difference. Hamburg (1999: 58) states that there is 
dualism but also antagonism between ratio and emotion74. Many emotions grow under umbrella of 
the ratio and all these emotions are at the same time essential for the rationality of our decisions75 
(Hamburg, 1999: 68). So it can be argued that emotional and rational are far more dependent and 
interwoven than the emotional versus rational approach suggest. Further research within the 
branding theme should focus on the emotional versus rational approach because this study found no 
unambiguous conclusions about this dimension. 
 
Jurg (2010: 7) studied the perceived usefulness of branding constellations and usefulness and 
reliability remained an important topic within the branding theme (see section 2.2.3). Claus (2008: 3) 
found extravert and intuitive constellation branders do not differ in opinion from the introvert and 
sensing type when it comes to the perceived usefulness of branding constellation76. This study found 
no significant correlation between one of the change colours and the perceived usefulness of 
branding constellations. With the new theory in mind, it is remarkable that there was no significant 
correlation between white colour and the perceived usefulness of branding constellations.  
Claus (2008: 3) found differences in MBTI-prophile between constellation branders and regular 
branders77. This study found differences in change colours between constellation branders and 
regular branders.  
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So, both studies found differences between constellation branders and regular branders. But both 
studies couldn’t find a connection between the studied topic (MBTI and change colours) and the 
perceived usefulness of branding constellations.  
Claus (2008: 3) found constellation branders from large companies (>250 employees) less positive 
about the perceived usefulness than constellation branders from smaller companies78. Contrary to 
Claus (2008: 3), this study found no connection between organisational size and the perceived 
usefulness of branding constellations. But this study found a positive significant connection between 
education and the perceived usefulness of branding constellations. 12.7% in the variance of the 
perceived usefulness of branding constellations can be explained by education.  
Moreover, it is remarkable that both studies couldn’t find a connection between studied topic (MBTI 
and change colours) and the perceived usefulness of branding constellations, while there was such a 
connection for one of the moderating values (organisational size and education, respectively). 
 
7.4.3 Theoretical relevance of theconnection between change and branding 
Change theories are important for branders, because branders are change agents as they change the 
traditional 4P’s (Product, Place, Price and Promotion) (see section 1.2). Unfortunately this study did 
not find many publications about change and branding. This study contributed to the connection 
between change and branding by studying the connection between the change colour theory, a meta 
theory on theories of change (De Caluwé & Vermaak, 2002: 1) and branding constellations, a 
problem identification technique in branding. 
 
7.5 Practical relevance 
This section discusses the practical relevance for change colour theory and branding constellations 
(sections 7.5.1 and 7.5.2, respectively). 
 
7.5.1 Practical relevance change colour theory 
The found connections between change colours and systems constellations are relevant for change 
agents. Change agents can gain insight in their own change assumptions with the change colour 
theory and the change colour questionnaire. When they found out they have high scores on blue or 
white colour, they can assume systems constellations an intervention technique that matches their 
personal change assumptions. When they found out they have high scores on red colour, they can 
assume systems constellations an intervention technique that doesn’t match their personal 
assumptions. Change agents with high scores on yellow or green colour can assume systems 
constellations not the most appropriate but not a bad intervention technique, with regard to their 
personal change assumptions.  
When an organisation decides to start a change traject the same can be applied. With blue and white 
change trajects, applying systems constellations would complement and match that decision. For a 
red change traject it is the opposite. For yellow and green change trajects, systems constellations 
wouldn’t complement and harm a lot.  
Systems constellations are a blue and white colour technique. It might be argued that especially 
change agents with high scores on blue and white colour should employ systems constellations.  
 
7.5.2 Practical relevance branding constellations 
The found connections between change colours and branding constellations are relevant for 
branders. Branders can gain insight in their own change assumptions with the change colour theory 
and the change colour questionnaire. When they found out they have high scores on blue or white 
colour, they can assume branding constellations a problem identification technique that matches 
their personal change assumptions. When they found out they have high scores on red colour, they 
can assume systems constellations a problem identification technique that doesn’t match their 
personal assumptions.  
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Branders with high scores on yellow or green colour can assume that branding constellations are not 
the most appropriate problem identification technique with regard to their personal change 
assumptions. When an organization or marketing department decides to do a brand-change the 
same notion can be applied. With a blue and a white brand-change traject, applying branding 
constellations would complement and match that decision. For a red brand-change traject it is the 
opposite.  
 
7.6 Epilogue 
Discussing this study with the reviewer yielded that two import change colour theory publications 
were overseen. The first publication is the one that searches for synergy between change 
management and marketing (Knoop, De Caluwé & Muller, 2009). The second publication studied the 
validation of the change colours (Tummers, 2009). These publications together with their main 
consequences for this study are presented in displays 40 and 41.  
 
 
Display 40 Overseen publication 1: Knoop, De Caluwé & Muller (2009) with main consequences for this study 
Knoop, De Caluwé & 
Muller (2009) (page) 
 
This study (page) Main consequence for this study 
Searching for synergy 
between change 
management and 
marketing (20)79 
 
Seven publications with connection 
between change and branding were 
found (25) 
While marketing and branding are close related, 
eight publications with connection between change 
and branding are available 
Red colour was in first 
instance the only change 
colour with sufficient score 
on Cronbach’s alpha (27) 
Red colour Cronbach’s alpha’s are 
insufficient in the two studies. This 
study found three significant 
conclusions related to red colour. 
Red colour do not seem   to be a 
strong concept (50-51) 
 
This study’s remark about red colour conceptual 
strength, at least has to be weakened 
The change colours are 
equally distributed over a 
population of Dutch 
employees with education 
of at least community 
college (28)80 
Regular people was operationalised 
by the standard average score of De 
Caluwé (34) 
 
 
 
 
 
 
 
Blue and white colour seem to be 
strong concepts. Yellow, red and 
green colour do not seem to be 
strong concepts (50-51) 
The standard average score is different of the 
change colour distribution of Knoop, De Caluwé & 
Muller (2009).Using the change colour distribution 
of Knoop, De Caluwé & Muller (2009) would result 
in different results. For example constellation 
branders would score significantly lower on yellow 
colour than regular people. 
 
Using the change colour distribution of Knoop, De 
Caluwé & Muller (2009) would result in different 
significant results. This also has consequences for 
this study’s statements about the conceptual 
strength of the change colours. For example yellow 
colour would be a strong concept 
 
Male and female differ 
strongly in their change 
colour preference (30)81 
 
 
No change colour theory publication 
found significant effects of gender, 
age, education and organisational 
size on change colour composition 
(50) 
 
Knoop, De Caluwé & Muller (2009 found a 
significant gender difference in change colours  
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The higher the 
education, the more 
white coloured. The 
preference for white 
colour change correlates 
strongly with 
educational level82 
 
 
The studied populations mainly existed of 
high educated people. Is this a problem for 
the degree this study’s conclusions can be 
generalised? None of the change colour 
theory publications and branding 
constellation publications suggest a 
relationship of education with change 
colours and education with branding 
constellations (49) 
This study’s statement about education and 
change colours has to be refuted. Knoop, De 
Caluwé & Muller (2009) found a relationship 
between the educational level and white colour. 
As this study’s populations mainly existed of high 
educated people, the significance of the 
connection between white colour and branding 
constellations might be due to the high 
education of the populations 
 
The younger the more 
green coloured. Green 
colour yielded a strong 
connection with age 
(31)83. White colour is 
popular with older 
generations (31)84 
 
No change colour theory publication 
studied the effect of gender, age, education 
and organisational size on change colour 
composition (50) 
Knoop, De Caluwé & Muller (2009) found a 
connection between age and change colours. So 
this study’s statement has to be corrected.  
 
 
Display 40 shows the overseen publication of Knoop, De Caluwé & Muller (2009) with the main 
consequences for this study. The most important point overseen is that there was one more 
opportunity for operationalisation of regular people. Instead of the standard average score of De 
Caluwé regular people could have been operationalised by the change colour distribution of Knoop, 
De Caluwé & Muller (2009). 
Display 41 presents overseen publication 2 with the main consequences for this study. 
 
 
Display 41 Overseen publication 2: Tummers (2009) with main consequences for this study 
Tummers (2009) (page) 
 
This study (page) Main consequence for this 
study 
 
But the strongest contribution to the existing 
literature is an extensive survey held under over 
1700 professionals in a wide variety of Dutch 
businesses and hierarchical management levels 
that is used to validate the theoretical framework. 
Several statistical analyses show the significance of 
validity of the concept so that the model can not 
only be founded in scientific literature but is also 
statistically sound (17) 
A publication with a quantitative 
data analysis on the change colour 
theory in itself, wasn’t found (23) 
Vansina & Schruijer (2004: 13) state 
that the accountability of change 
theories operationalisation is 
missing in the change colours. By 
these defects, replicability and 
verifiability of the findings is weak 
(50) 
 
There is a publication with 
quantitative data analysis on 
the change colour theory in 
itself. This publication 
contributes to the replicability 
and verifiability of the change 
colours 
It is proven that younger age groups favor the blue 
paradigm, while older age groups favor the white 
paradigm (1) 
 
No change colour theory 
publication found significant effects 
of gender, age, education and 
organisational size on change 
colour composition (50). 
Tummer (2009) found 
significant effects of age on 
change colour composition. 
That older groups favour the 
white paradigm, might be an 
alternative explanation for 
the findings in this study 
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Table 2 shows the total 
mean scores per colour of 
all respondents (29) 
Regular people was 
operationalised by the standard 
average score of De Caluwé (34) 
 
 
 
 
 
 
The standard average score is slightly different of the 
change colour distribution of Tummers (2009).Using the 
change colour distribution of Tummers (2009) probably 
would not yield different results. 
 
 
 
Display 41 shows the overseen publication of Tummers (2009) with the main consequences for this 
study. The most important point overseen in this study is there was a publication available with 
quantitative data analysis on the change colour theory itself. The fact that older people favour the 
white paradigm, might be an alternative explanation for the findings in this study. 
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8. Reflection of the researcher 
 
This chapter is a personal reflection on period of studying branding constellations and change colour 
theory.  
 
Being a researcher requires personal traits like patience and an eye for detail. Both are not my 
strongest personal traits, so finishing this study demanded me a lot perseverance. Wim Jurg 
continually emphasised to work imited. I learned from this. Most important, I developed attitude and 
skills in working precise and step for step. A concept can include different definitions; right now I’m 
fully aware of this, but in the past I wasn’t that precise in working with concepts. Making a 
statement, I learned such a statement has to be based on arguments, preferably based on other 
authors or logic reasoning.  
When writing a policy paper it is often hard to connect information with argumentation to 
conclusions. Through this study process I learned that making displays helps a lot to structure 
information. Displays make it the writer also far more easier, because by viewing a display a lot has 
not to be explained by text. This study experience therefore benefits my work.  
 
This study used a change colour survey to collect data. I filled out the change colour questionnaire 
myself on two different dates. The first time was in December 2010 and revealed that my first 
preferent change colour was green. In December 2011 I filled out the change colour questionnaire 
for the second time and again my first preferent change colour was green. My change colour profile 
can be found in appendix A. Performing the change colour survey myself I learned new things about 
myself. I always thought to be orientated on people. The standard average score on red colour is 
twenty-two points and with my eleven points score, red colour is my allergy change colour. A red 
change agent centralises the human being in a change traject. With red colour as my allergy colour, I 
can question myself if I’m so orientated on people as I always thought. The standard average score 
on blue colour is fifteen points and I scored nineteen points. I always thought to be an alfa student 
with high school subjects like geography, biology and languages. My report on the change colour 
survey states: generally a blue change agent regards uncertainty and complexity as natural enemies 
of the change agent. In my work I don’t like uncertainty and in that case I can explain to some extent 
my high score on blue colour. Green colour is my dominant change colour. Before I wasn’t aware of 
this orientation, but when I read my change colour report, there was recognition.  
 
A couple of times I participated in systems constellations (branding-, organisation and family 
constellations). The first time I was very sceptical; this can’t be true. Later, I saw systems 
constellations work. For me this included a confrontation; not all things can be explained rationally.  
 
When I started with the statistics it seemed to me that several statistic techniques could be applied 
for the same hypotheses. With hypotheses 1 till 5, I doubted whether to use five different T-tests or a 
single MANOVA-test. The MANOVA-test was seen from the perspective of the data the best option to 
apply. However from the perspective of the formulation of the hypotheses applying five different T-
tests was better. With hypotheses 21 till 25, I doubted whether to use correlation analysis or multiple 
regression analysis. Correlation analysis seeks a relationship between two variables and multiple 
regression analysis seeks predictive factors. Is it better to study the relationship between change 
colours and the perceived usefulness or is it better to study the predictive factor of the change 
colours on the perceived usefulness? These kind of questions rose up, when I applied statistics. 
Fortunately I could consult Elly Jannink, instructor and course developer of the Rijksuniversiteit 
Groningen. 
 
Unfortunately there was not much data to analyse. Especially the response of the LinkedIn branders 
was disappointing. 
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That there is a temptation to complete these data a little with some own responses, I can 
understand. Recent media reports have shown that dishonesty fortunately comes to an end. 
 
Being native Dutch with just high school English, writing a study in English is not easy. I hope this 
study will be read by thousands of non-Dutch, just to justify all my sweat. And further, please forgive 
me my language mistakes. Writing about a new theory, it was hard to determine the right words. For 
example is it better to write about the connection between change colour and branding 
constellations, or is it better to write about the relation, c.q. relationship of change colour and 
branding constellations.  
 
This study is my contribution to science. I hope future students will build on this study’s insights and 
that knowledge will accumulate.  
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Appendix overview 
 
 
See attached document.  
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End notes 
 
 
                                                             
1 Jurg & Thölke (2006: 3) call this a problem owner.  
2 Jurg & Thölke (2006: 3) call this a a systems constellation analyst. 
3 Jurg & Thölke (2006: 3) call this a a group of strangers to participate as symbols of the constructs of the problem owner.  
4 De Caluwé & Vermaak (2002: 1) call this the theory of change in five colours.  
5 De Caluwé & Vermaak (2002: 1) call this also the five ways of thinking. 
6 De Caluwé & Vermaak (2002: 1) call this also yellow-print thinking, blue-print thinking, red-print thinking, green-print 
thinking and white-print thinking.  
7 De Caluwé & Vermaak (2002: 1) call this the theory of change in five colours.  
8 De Caluwé & Vermaak (2002: 1) call this also the five ways of thinking. 
9 De Caluwé & Vermaak (2002: 1) call this also yellow-print thinking, blue-print thinking, red-print thinking, green-print 
thinking and white-print thinking.  
10 Schreuder Peters (2012: 56-70) calls this “beschrijvend onderzoek”, “explorerend onderzoek” and “toetsend onderzoek”. 
11 Schreuder Peters (2012: 65) calls this: exploratief onderzoek is een stap in de ontwikkeling van een wetenschappelijke 
theorie”.  
12 Roossien (2012: 3) calls this system constellations. 
13 Roossien (2012: 3) calls this blancs. 
14 Roossien (2012: 3) calls this a protoganist. 
15 The original text of Jurg et al. (2008: 243-244) has been changed. For example Jurg et al. (2008: 243-244) calls a branding 
constellation procedure a system constellation procedure, a constellation brander a brander, a facilitator a systems analyst 
and witnesses participants.  
16 Claus (2008: 3) calls this: branding constellation managers.  
17 Claus (2008: 3) calls this: managers.  
18 Claus (2008: 3) calls this: manager. 
19 The search activities has also been done in Dutch on respectively the terms: veranderkleur, kleuren van verandering, 
veranderen in vijf kleuren and verandermanagement. 
20 De Caluwé & Vermaak (2002: 1) call this the theory of change in five colours. 
21 Wallis (2010: 78) calls this: In contrast to this deconstructive approach, metatheory may also be understood to integrate 
multiple theories. The two approaches may be inseparable as one cannot combine integrate two theories without also 
integrating the assumptions, structuresand concepts of those theories.  
Wallis (2010) distinguishes different definitions of meta theory. 
22 De Caluwé & Vermaak (2002: 1) call this the five ways of thinking about change.  
23 De Caluwé & Vermaak (2002: 1) call this also yellow-print thinking, blue-print thinking, red-print thinking, green-print 
thinking and white-print thinking. 
24 Van Zanten (2006b: 18) calls this: Een populatie is een verzameling onderzoekseenheden. 
25 In this case a masterthesis 
26 In this case a masterthesis 
27 In this case a masterthesis 
28 Schreuder Peters (2012: 71) calls this: Een theorie is een netwerk van hypothesen, een samenhangend stelsel van 
uitspraken over een bepaald verschijnsel.  
29 In this case a masterthesis 
30 In this case a masterthesis 
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31 De Caluwé, Que & Vermaak (2002: 12) call this: Bij de blauwdruk benadering verandert er iets als je de complexiteit 
zoveel mogelijk reduceert.  
32 De Caluwé, Que & Vermaak (2002: 5) call this: Witdrukdenken is ontstaan als reactive op het deterministisch, 
mechanistisch en lineair wereldbeeld dat is afgeleid van Newton. De chaostheorie of de theorie van complexiteit draait om 
levende complexe systemen met een zeer beperkte voorspelbaarheid.  
33 De Caluwé, Que & Vermaak (2002: 4) call this: Blauwdruk denken is gebaseerd op het rationeel ontwerpen en 
implementeren van van veranderingen. De menselijke irrationaliteit wordt getracht uit te schakelen.  
34 De Caluwé, Que & Vermaak (2002: 5) call this: Sfeer, teamspirit en je thuisvoelen zijn belangrijk.  
35 De Caluwé & Vermaak (2006: 80) call this: Witdrukdenken is ontstaan als reactive op het deterministisch, mechanistisch 
en lineair wereldbeeld dat is afgeleid van Newton. De chaostheorie of de theorie van complexiteit draait om levende 
complexe systemen met een zeer beperkte voorspelbaarheid. 
36 De Caluwé & Vermaak (2006: 74) call this: Blauwdrukdenken gaat ervan uit dat veranderingen rationeel kunnen worden 
ontworpen en geïmplementeerd.  
37 De Caluwé & Vermaak (2006: 89) call this: Eén van de succescriteria voor de rode veranderkleur is een goede sfeer.  
38 Ten Ham, De Caluwé & Van Nistelrooij (2006: 20) call this: Het blijkt dat managers in het bedrijfsleven een sterke 
voorkeur voor een inhoudelijke ontwerpgerichte aanpak (blauw) van het verandertraject hebben. 
39 Van Nistelrooij & Ten Ham (2006: 19) call this: Te volgen strategie voor blauw is empirisch-rationeel.  
40 De Caluwé & Reitsma (2007: 9) call this: blue and red print 
41 Imhof (2009: 17) calls this: De witte kleur is een reactie op deterministisch, mechanisch en lineair denken.  
42 Imhof (2009: 17) calls this: De blauwe kleur vindt basis in scientific management en machine metafoor van Morgan. 
43 Maes (2011: 126) calls this:the content (the surface current) and the underlying emotions (undercurrent) in different 
coloured processes.  
44 Maes (2011: 124) calls this: in yellow processes.  
45 Maes (2011: 70) calls this: red print thinking. 
46 Maes (2011: 127) calls this: Red, green and white processes are in definition more focussed on finding the emotions.  
47 Kumar (2005: 74) calls this: From above definitions it is apparent that a hypothesis has certain characteristics: 1 It is a 
tentative proposition, 2 Its validity is unknown, 3 In most cases, it specifies a relationship between two or more variables.  
48 Claus (2008: 3) calls this: branders that conducted a branding constellation. 
49 Claus (2008: 3) calls this: branders that conducted a branding constellation. 
50 Jurg (2010: 173) calls this: marketing experts and branders. 
51 Claus (2008: 3) calls this: manager.  
52 Van Zanten (2006b: 18) calls this: een poulatie is een verzameling onderzoeksobjecten. 
53 De Pelsmacker & Van Kenhove (2006: 200) call this: Cronbach’s alfa is een getal tussen de 0 en 1. Een waarde van 0,60 tot 
0,70 is de minimale ondergrens. 
54 Meines (2010: 78) calls this: onderzoeker bias.  
55 Meines (2010: 78) calls this: De onderzoeker of de begeleider kan eigen veronderstellingen en aannames inbrengen die 
effect hebben op het onderzoek en de resultaten. 
56 (Meines, 2011: 78) calls this: Interrater reliability verwijst naar de mate waarin twee of meer onderzoekers 
(interpreteerders) de data op dezelfde wijze coderen. 
57 Meines (2011: 66) calls this: construct validiteit en externe validiteit. 
58 Van Nistelrooij, De Caluwé & Schouten (2007: 247) call this: For this study, we operationalized perspective-dominance as 
follows: if 25% of the total score is represented by one perspective, this refers to perspective-dominance. We used this 
figure in the case of scores on five perspectives. If a person scores only on four perspectives, we used a 30%. 
59 Hamburg (1999: 57) calls this: Emoties boven een vegetatief (‘autonoom’) niveau zijn, in tegenstelling tot instincten, altijd 
verwikkeld in ‘gedachten’; ze hebben dus altijd een cogitieve, sturende component.  
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60 Hamburg (1999: 57) calls this: Emoties staan dus al met al veel meer onder gezag van het verstand dan wij doorgaans 
veronderstellen.  
61 Hamburg (1999: 58) calls this: Buiten het dualisme tussen ratio en emotie, is in dit verband ook antagonisme tussen wil 
en emotie niet onbelangrijk; mensen willen wel het geode, maar doen keer op keer het slechte.  
62 Hamburg (1999: 68) calls this: Alle andere emoties dan de puur instictieve zijn verweven met gedachten en beogen 
rendement op de langere termijn. Alle gearticuleerde, subtielere emoties derhalve, komen tot wasdom onder de vleugels 
van de ratio en al deze emoties zijn gelijkertijd cruciaal voor de rationaliteit van onze beslissingen.  
63 Schreuder Peters (2012: 71) calls this: Een theorie is een netwerk van hypothesen, een samenhangend stelsel van 
uitspraken over een bepaald verschijnsel.  
64 Maes (2011: 70) calls red colour, red print thinking.  
65 Vansina & Schruijer (2004: 13) call this: Verder ontbreekt een verantwoording van de operationalisatie van de 
organisatieveranderingsliteratuur in De Caluwe's kleuren (De Caluwe, 1997). 
66 Vansina & Schruijer (2004: 13) call this: Tens lotte waren we graag geinformeerd over de mate waarin de 
vergelijkingsbeoordelingen door de afzonderlijke auteurs overeenkwamen (interrater reliability). Door deze gebreken is de 
repliceerbaarheid en daarmee verifieerbaarheid van de bevindingen gering.  
67 Van der Sluis, De Caluwé & Van Nistelrooij (2007: 12) call this: One can add easily: blue on the left hand side, red and 
green in the middle and white at the right hand side. 
68 Homan (2009: 53) calls this: het assenstelsel gepland-spontaan en monovocaal-polyvocaal.  
69 Homan (2009: 53) calls this: Liggen de eerste drie veranderkleuren vooral aan de linkerkant van het assenstelsel, dat is 
planmatige gestuurde kant, de groene en zeker de witte veranderaanpak liggen wat meer in het rechtergedeelte, waarbij 
spontane betekenisvorming een steeds grotere rol gaat spelen.  
70 Jurg (2010: 30) calls this: an emotional versus rational approach.  
71 Maes (2011: 70) calls this: red print thinking. 
72 De Caluwé & Vermaak (2006: 394) calls this: het witte zelfbeeld is zelfbewust, spiritueel en holistisch. 
73 Jurg (2010: 30) calls this: an emotional versus rational approach.  
74 Hamburg (1999: 58) calls this: Buiten het dualisme tussen ratio en emotie, is in dit verband ook antagonisme tussen wil 
en emotie niet onbelangrijk; mensen willen wel het geode, maar doen keer op keer het slechte.  
75 Hamburg (1999: 68) calls this: Alle andere emoties dan de puur instictieve zijn verweven met gedachten en beogen 
rendement op de langere termijn. Alle gearticuleerde, subtielere emoties derhalve, komen tot wasdom onder de vleugels 
van de ratio en al deze emoties zijn gelijkertijd cruciaal voor de rationaliteit van onze beslissingen.  
76 Claus (2008: 3) calls this: Fourth, extravert and intuitive participants do not differ in opinion from the introvert and 
sensing type when it comes to the usefulness of branding constellation. 
77 Claus (2008: 3) calls this: Second, ‘regular’ managers appear to be Judging and Thinking rather than Perceiving and 
Feeling. Third, dominant character traits of the branding constellation managers are Extraversion and iNtuition. Moreover, 
they score higher on Perceiving and Feeling than ‘regular’ managers. 
78 Claus (2008: 3) calls this: participants from large companies (>250 employees) were less positive about the usefulness of 
branding constellation than participants from smaller companies. 
79 Knoop, De Caluwé & Muller (2009 call this: zoeken naar synergie tussen veranderkunde en marketing.  
80 Knoop, De Caluwé & Muller (2009 call this: De veranderkleuren blijken grosso modo gelijk verdeeld te zijn over de 
populatie werkende Nederlanders die middelbaar over hoger opgeleid zijn.  
81 Knoop, De Caluwé & Muller (2009 call this: Mannen en vrouwen verschillen sterk in hun voorkeur voor veranderen: geel 
en blauw blijken populaire verandervoorkeuren te zijn bij mannen. Groen, rood en wit passen kennelijk meer bij de 
vrouwelijke manier van veranderen. 
82 Knoop, De Caluwé & Muller (2009 call this:Hoe hoger opgeleid, hoe witter. De voorkeur voor witte verandering hangt  
sterk samen met opleiding en ontwikkeling. 
83 Knoop, De Caluwé & Muller (2009 call this: Hoe jonger, hoe groener. De groene veranderstijl blijkt een sterk 
leeftijdseffect in zich te dragen. 
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84 Knoop, De Caluwé & Muller (2009 call this: De witte stijl is juist populair bij de wat oudere generatie omdat deze in de 
jaren zestig en zeventig opgroeide. 
